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Clolemyucels 


- S£. Helpful (Men 


Here are your ‘mining paper salesmen — each one of them ready to help 


4. 4. Cosh 
Dollos 


you increase your company’s sales to the mining industry. Constant contact 
H. C. Chelison with mining gives these men an unusual knowledge of marketing methods 
Pittsburgh and opportunities in the field they serve. This knowledge is at your disposal. 
These men showed many manufacturers how to get started. Perhaps they 
have already helped your company get a larger volume of profits from the 
mining field. 285 Coat Acre and 256 ENGINEERING AND MINING JOURNAI 
advertisers are today cashing in on sales to the machine-conscious mining 


industry 


You will find them unfailingly helpful as marketing counselors. Each of 


these men has a practical knowledge of . . 


C. W. Dysinger > advertising as an integral part of selling the mining industry 


Los Angeles 
> merchandising and distribution of products to the mining industry 


> the application of equipment and supplies in the mining markets. 


These men together with the market research staff and the unequalled 
Slode Kennedy informational facilities of the McGraw-Hill Publishing Company, offer 


New Y ° 
nigh up-to-date factual data on markets and buying habits that would take tens 


New England 
of thousands of dollars to try to duplicate in your company. 


Coat Ace and ENGINEERING AND MINING JOURNAL provide a competent 
organization qualified to work with you in helping to solve your marketing 
problems in the mining industry. 


8. C. Maviteby 
Atlonta 


J. W. Otterson 
Son Francisco 


W. A. Potter 
Philedelphia 


F. W. Roets 
St. Lovis 


W. M. Speors 


a McGRAW-HILL PUBLICATIONS + 330 WEST 42nd STREET * NEW YORK 18, N.Y. 
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an Original Stone Lithograph by Henry E. Winzenried 


The Greatest Purchasing Power The World Has Ever Known, 
Appreciatively Envisions The Scope And Service 
Experienced By Use Of Thomas Register 


For many vears Uncle Sam has given Thomas Register a Contract at regular subs« ription rates . 
exclusive in its field for one or more copies of each edition for substantially every important government 
procurement office. It has also forwarded T.R. to all Consulates and other important government trade 


wencies throughout the world. Over 1200 copies of the current 1951 edition to U.S. Government alone 
Yet, this vast purchasing potential uses only a fraction of the total T. R. edition, 95°, of which is 
subscribed to and paid for by important private industry representing, in addition to the enormous 


rovernment buying, more than 60% of the total industrial purchasing power of all U.S private industry 


THOMAS REGISTER — 
The Encyclopedic Buying Guide 


THOMAS PUBLISHING COMPANY 


461 EIGHTH AVE NEW YORK oP N Y 
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To meet the challenge of National defense, industry is in the midst of a great expan- 
sion program. Before these new plants can turn a wheel, products for thousands of 
heating, piping and air conditioning systems must be specified, purchased, installed 
and operating 

As existing plants step up production, thousands of heating, piping and ait condi- 
tioning systems are being revamped, extended. Maintenance too, in the field of 
HP&AC, stands at an all-time high 
volume of 1952 business? As always, 


regularly handle this type of work 


Who will control this tremendously large 
it will be the engineers and contractors whe 

On new construction, usually a consulting engineer, plant engineer and contractor 
must be sold. On expansions, alterations and maintenance, either the plant engineer 
er contractor, or both, are vital to your receiving an order 

HP&AC offers this essential COMBINATION COVERAGE of engineers and con- 
tractors. No heating, piping and or air conditioning job of consequence reaches com- 
pletion without being directly influenced by one or more readers of HP&AC Thus 
no advertising program can be gauged effective without having HP&AC high up on 


its list of “must” papers 


January ...«a Buyers’ Guide 
. . . Field’s Only Standard Reference 


Incorporated in each January HP&AC is a complete Directory listing every usable 


product, every manufacturer serving the field, including all trade names 


This Directory is the ONLY PLACE between two covers where engineers and 
contractors can find complete specification and buying information. It is highly 
valued and KEPT by the KEY men who control purchases 

This 1952 Directory issue of HP&AC is where your advertising will do a 12- 
months’ selling job a terrific selling job, if you use sufficient space te tell a really 


dramatic story and catalog your entire line 
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MW We feel we can definitely help you 
in planning an effective, economical 
1952 advertising program for our 
specialized field. Without obligation, 
may we try? You can contact us in 
New York, Cleveland, Chicago or 
Los Angeles. : 


KEENEY PUBLISHING, ..6 WN. micHiGaNn, cHIcaco 


AIR CONDITIONING HEADQUARTERS 





Industrial Marketing 


For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library 
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/f you have anything 
Americas uuggest 


“These two booklets 
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electiic 


Again in 1952, the electric utilities will 
spend more than any other industry for UES ds 
capital goods — 3.4 billion dollars. vy 


Even so, the utilities, in themsleves, do not 











comprise all of the electric power industry. 


Electrical installations in big industry 


are a big market, too. , » _ 
“Hes our man of hes tu 


These two books give you, briefly and clearly, yee ELACTREIC POWER meDUSTRY 
the dimensions and potential of 1) 
THE ELECTRIC UTILITIES (public and private) 


and 2) Electrical installations of industry. 











They show you how and why you can reach, 
influence and sell them through Electrical World, 
more thoroughly and economically than 

through any other medium. 


Yes, if you have anything to sell to the electric power industry, you'll find these booklets helpful. 
And we've underlined anything because the electric power industry is so big, 

and growing so fast — it’s worth selling as a market for anything a big, 

booming industry can use — anything from office machines to bulldozers. 


We'd be glad to send you copies of each booklet. 
A request on your business letterhead will bring them promptly. 
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DOMESTIC ENGINEERING 


Who Is The 


Domestic 
Engineering 


Dealer ? 


Chances are there is a Domestic Engineering 
dealer in your community 
He is the man who dominates the local market 
for plumbing, heating, appliances and air con- 
ditioning whether for residential, com- 
mercial, institutional or industrial structures. 
He has added superior merchandising facilities 
to his acknowledged reputation for installation. 
He renders a four-way function for you: sale, 
installation, service and guarante¢ 
He has unquestioned entree to your customers 
whether they be home owners, architects or 
executives. 
With a year-round business, he has tremendous 
stability and financial strength. His varied 
Operation permits him to promote each line, 
aggressively, in season and in the most active 
markets 
He can sell your products through all market 
channels—new construction, remodeling, retail 
merchandising 
He is the super-outlet for mechanical equipment 
in your community 


He is the DOMESTIC ENGINEERING reader. 


Where Sales 


Sales are made where marketing and merchandising 
techniques have been developed to the specific wants 
and needs of the buyers. 


Domestic Engineering dealers best meet the needs of 
buyers (in plumbing, heating, appliances, air condition- 
ing) and, therefore, best serve you, the manufacturer. 


The buying public wants a broad selection of products, 
well displayed and advertised. In the mechanical equip- 
ment field, buyers want objective counsel from the 
dealer. They want a dependable guarantee. They need 
(and usually must have) careful installation and assured 


service. 


Get the BIG IDEA BOOK 
and Meet the Domestic En- 
gineering Dealer face-to-face! 


The new book, “2,000 and 1 Prize-Winning Ideas,” 
pictures and describes 44 different methods of mer- 
chandising 18 types of mechanical equipment for resi- 
dential, commercial, industrial and institutional struc- 
tures. The merchandising methods of 181 prize-winners 
in the All-Industry Merchandising Contest range from 
institutional advertising to cooking schools. The product 
lines include clothes washers, air conditioning, heating, 
kitchens, all major appliances, and specialties. 

You will want a copy of the “2,000 and 1” book for the 
forward-looking trend information it contains. Your 
sales and dealer organizations will want it for the 
wealth of sales and merchandising ideas it will give 
them. Order an “on approval” copy today. Please use 


the coupon. 
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GOES........ 39 


Are Made! 


Do you want your products to be sold by the dealer who turns to normal. He is the man who depends upon 
If “yes” then you want the DOMESTIC ENGINEERING, month-after-month, for 
the vital management, merchandising and _ technical 
guidance that has brought him to his present business 


meets this prescription? 
Domestic Engineering dealer. 
Whether sales are your immediate concern or whether 


: . position. 
you are now in short supply, the most effective answer I 


The Domestic Engineering dealer and the Domestic En- 
gineering reader are one and the same. In one sense, 
the Domestic Engineering dealer is a product of DO- 
MESTIC ENGINEERING Magazine. To reach the 


to your present and future distribution problems is the 
Domestic Engineering dealer! For, in the first case, 
he is the one dealer who — by virtue of proven business 
leadership, financial stability and merchandising success 
— is best fitted to take on your product, promote it and one you need the other 

assure its acceptance in his community. In the second As the Number 1 publication in this vast field, DOMES- 
case, he is able to service your products properly and TIC ENGINEERING should also be your Number 1 


thus protect your good will until your production re- choice for a consistent advertising schedule. 


CONSULT YOUR 


Aovertisine Acenc Y 


DOMESTIC ENGINEERING 
1801 PRAIRIE AVENUE, CHICAGO 16, ILL. 


1. Send me, for free examination, a copy of your new book, “2,000 and 
1 Prize-Winning Ideas It is understood that I may return the book with- 
out obligation, within ten days. After that you may invoice me for $5.00, 
the purchase price of the book. 


2. I may wish to distribute copies to my wholesalers and dealers. 
Please send me quantity prices 


NAME 

riTvLt 

COMPANY 

ADDRESS 

CITY ZONE STATI 


" . ~~ wie ess 

















it will pay you to 


GO DIRECT 


to the man who 
must engineer the 
application of your 
product into the 
manufacturing process 
... It’s a good bet 
that he is one of the 
thousands of men in 
responsible charge 
of important work 
in the process 
industries who 
receive and read CEP 
every month. 
* 
Make CEP your 
main-line messenger 
to process markets. 


Chemical 
Engineering 
Progress 


120 East 41st St.. New York 17 








letters 


tothe Editor 


@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11. 





The CHICAGO FIRE 


80 Years Ago Today 


Was Third Rate! 


While the Chicago fire was raging, 
there were two larger fires in this 
area Manistee, Michigan, with 
proportionately greater loss, and 
Peshtigo, Wisconsin, with loss of 
1152 lives (against Chicago's 300) 
and burning out 2,000 square miles 
But Chicago's fire was “covered” 
by the newspapers and became im- 
mortalized 

This is further proof of the power 
of publicity and advertising. If you 
have a modest budget and desire 
DISTINCTIVE advertising with an 
instantaneous appeal—or are about 
to give birth to a business baby, 
confer with— 


Leo P. Bott, Jr. 


Advertising 

64 E. Jackson Blvd. 
HA 7-9187 
CHICAGO 4 











80-year-old fire 
provides fresh copy slant 


8 TO THE EDITO! You might be 
nterested in this ad which we rar 
in the Chicago Tribune on the 80th 


iversary of the famed Chicago 


amazed me that so 
agencies advertise 
we advertise pro- 
ore than most of the 
LEO P. BOTT, JR., Leo 


ivertising, Chicago 


Employe publication editors: 
can you pass this test? 


® TO THE EDITOR Every industrial 
editor likes to think his publicatior 
is doing an effective communications 
job for his company. Yet many ar 
editor should examine his task in 


the light of these nine questions 


Does his publication 

1. Help the employe to become 
more interested in his work? 

2. Make the employe proud of his 
connection with the company? 

3. Re-discuss company benefit’ 

4. Provide a tie-in with employes’ 
work and company advertising? 

5. Provide useful information on 
safety, health, housekeeping, work 
habits? 

6. Sell employes on management's 
judgment and integrity”? 

7. Provide news.of other empioves 

both on and off the J »b” 

8. Prove relati ynship ot company 
progress to employe progress. 

9. Interest wives and families of 
employes 

(Editors of extert 
should char ge the we 
to “dealer” or 

Of course, there are many ways in 
vhich an employe publication can 
help its company, but if the publica- 
tion hits these high spots, it’s doing 
all right G. E DANCH, president 
Industrial Editors Association, Chi- 


cago 


‘From cauldron to package’ 
not as simple as it sounds 


® TO THE EDITOR Everything's 
Big in Chemical Processing Ex- 
cept Advertising by The Copy 
Chasers appeared in the October is- 
sue of INDUSTRIAL MARKETING It’s 
a very interesting article Your 
analytical study of some of the ad- 
vertisements in a chemical and 
process industries magazine may 
prove to be constructive. Certainly 
I am strongly in favor of construc- 
tive efforts 

My concern centers around the 
over-simplification of how things get 


made in the chemical and process 





“The best things in life are free.” 
If, in the same swift breath, you are talking 
about Prestige and Practical Builder, you are 
correct in your canny comparison. For the top-tier 
reputation that has made practical builder the Blue Book of the 


light construction industry actually costs you nothing. Yet its prestige-power 
| 


. , . , ° . aa | 
18 he yond price. You ge t full value Jor your adve rtising dollar, but you get 


some thing more: the assurance that eve ryborly in the book is Uppe r Re giste ?, 


That's right, sir...when yow’re in PB yow’re in! 


— 
$ 


i 


_BUILber 


“Leeds teranet, 


| PRACTICAL | 


... Of the light 


construction industry 





SELLING 


is Again NUMBER ONE PROBLEM 
in the Warm Air-Sheet Metal Field 


Furnace sales in 1951 will not reach the 1950 total. 


By former standards prior to last year, 


present-day sales indicate unusually good business. 
But — because of 1950's record volume 9 2, Yo 


and the industry's expanded production capacity 
In the ARTISAN you 


to meet such a tremendous volume 
get 92% coverage of 


— today’s market is HIGHLY competitive. REV dealer, contractor 
end wheleseler or- 


Not in many months has there been gonizations—oll 100% 
such an urgent need for intensive selling pats cvestation. 
— for intensive selling at the manufacturers’ level; 
at the wholesalers’ level; at the dealers’ level. 


Now is no time for half-way measures 
— if you are to maintain your sales position and forge ahead 
in this big, important warm air-sheet metal field. 


You need in operation without delay 
a sales campaign second to none in your company’s history 
. . advertising as forceful as your agency can devise. 


= START This advertising should reach 


the KEY dealer-contractors and wholesalers 
IN JANUARY who, as always, are in position to give you VOLUME sales. 


~+.inm the ARTISAN's 


18th Annval Directory This advertising should be carried by AMERICAN 
a ae on ARTISAN — the field's ONLY business paper (100 paid 


entire line in this only 
BUYERS’ GUIDE com- circulation) which offers you adequate 


pletely « ring th , 
dan ath Gl, coverage of this KEY group. 


Paid Circulation ... in Editorial 





Among its important reader services, the ARTISAN has 
consistently been STRONG on practical sales and 
merchandising ideas. During the course of a year, 
editorial material of this type (running EVERY month) 
totals hundreds of pages — and covers every phase of 
selling and promotion which the dealer-contractor can 
put to effective, resultful use. Looking ahead, our 
editorial policy calls for greater and greater emphasis 


on helping the dealer-contractor sell. 


Paramount, of course, to advertisers is the fact that 
the ARTISAN is of sufficient reader interest to be the 
ONLY paper in its field with a 100% paid circula- 
tion — that among its paid subscribers are those 
KEY dealer-contractors who nation-wide handle at 
least 80% of the available business. The ARTISAN 
helps its advertisers sell by making available a respon- 
sive reader-audience which requires a tremendous 
volume of products every day, every week, every 


month, year after year. 


No better, more economical way can be found to safeguard your com- 
petitive position than by a dramatic, consistent program of advertising in 
AMERICAN ARTISAN during 1952. Call on us in New York, Cleveland, 
Chicago or Los Angeles for facts and figures. 


6 N. MICHIGAN, CHICAGO 2 


Air Conditioning 
Headquarters 


Also Publishers of Heating, 
Piping & Air Conditioning 
for the Industrial Field 


Service to Readers ... 
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Letters to the editor 





industries, as well as the careless 


G Oo D I ~ E c T T @) way the finger was put on the men 
who make the stuff from cauldron 


T H E M E N Ww H Oo to package 
TEST 2s APPROVE INDUSTRIAL MARKETING is read by 
buyers of advertising who need to 
RECOMMEND ¢ SPECIFY understand both the nature and 
scope of the markets for their prod- 
ucts and buying practices within 
In the chemical 


these markets 
SC —EE world, buying practices are complex. 
More often than not, salesmen do 


not see the men who write the spec- 
ifications for orders. These men 
are professional chemists and chem- 
ical engineers who create, develop 
and run their industries behind 
closed doors. In fact, they are fre- 
quently as hard to see as the inside 
of an atomic processing plant 
Creating a new process, develop- 
INDUSTRIAL LABORATORIES ing a new product, finding new re- 
is the Oaly News Medium 
edited solely for, and giving full coverage of, the key personne! of the actions, and wrapping equipment 
laboratories of Industry, the Government, Technical Universities and the 
Independents. Over 22,500 copies of INDUSTRIAL LABORATORIES complex than the five-paragraph 
are addressed monthly by name and title to this hard-to-reach, all capsuled description given it. A 
important purchase influence group of laboratory administrators, engi- a ‘ ion ‘ 
neers, scientists and technicians. These are the key people of research, straight line is net the shortest oe 
development, control, testing laboratories and pilot plants. tance between conception and fin- 
Z ished product. It isn’t that simple 


Buying influences are hiding be- 

= on ee os hind every title and function in the 

: ing, approving, recommending 

ing products, processes, supplies and services, have charge 

of pilot plants and pilot runs. It is paramount that your message reaches the self-starter one time, the chem- 
all these scientists, engineers and technologists of varied skills. These ical engineer another: the chemical 
are the people who make up the project teams that apply scientific * : 

knowledge to the problems of industry .. . approve the products of engineer keeps production flowing 

today and build the products of tomorrow. 


around new reactions, is far more 


chemical world, working and over- 
lapping as a team. The chemist is 


one time, the chemist another. Times 
have changed considerably since it 
was sartorially correct to picture the 


Laboratory specialists have the 
authority to put the seal of chemist swathed in a white coat, 
approval on your product for production runs—if they learn of it! staring into a test tube for whatever 


But busy key laboratory personnel make every reading minute count. purpose the artist thought he should 
That's why the only full coverage magazine going into laboratories — tere Likewise. the ture 
INDUSTRIAL LABORATORIES — has won an enthusiastic audience. renin pee igs Mave. gee Asal 


traying only chemical engineers 


271 national advertisers, 210 or 77% on multi-insettion contracts, have around that big tank midwifing a 


presented their products and services in the first 12 issues. Over 11,000 new plant is more of a Dali inter- 
requests for additional information are now being processed monthly by wetetion than a cheer’ authentic 
our reader service department proving intense readership. INDUSTRIAL amher ‘ . pales 
LABORATORIES can also tell your story best where it counts most. >> 

t 


Present your products where their worth is proven and sales start. is almost impossible to fit a 


chemical engineer or chemist into a 


Frank D. Thompson pigeonhole. Mix them up and you 


a” 
Publisher 
7 have a truer picture. Their prac- 
Ct tical functions are that much alike 
e |} You just can't simplify such a 
| story, and to point that up a little 


further I cite another by-pass of the 


INDUSTRIAL LABORATORIES maze in this article. In your five 
PUBLISHING COMPANY paragraphs you very neatly started 


WELLS ST. © CHICAGO 6, ILL. © FINANCIAL 6-1026 with the chemist as the creative 








Mammoth Market 


With A 


PisiMatilas 




















BILLIONS OF DOLLARS 


Look at that chart telling the story of 

highway, heavy, and heavy building con- 

struction in America during the life-span oO! ' ' 
of CONTRACTORS AND ENGINEERS 1920 1925 1930 1935 1940 1945 
MONTHLY. At the end of 1950 it was climb- 

ing close to a 15 billion-dollar annual 

volume with a huge backlog of important, 

needed projects that assure tremendous 

annual expenditures for years to come. Hundreds 

of manufacturers make, or could make, products 

used in the construction industry. Many who are 

making products for sorne of its needs could make 

additional products with their present factory 

equipment. 


e f 
Investigate: 
15 BILLION DOLLARS IS A LOT OF MONEY. 


Perhaps you're getting some business from this 
great market. CONTRACTORS AND ENGINEERS 
MONTHLY offers you access to more business. 
There's a reason why C&E Monthly carries more 
advertisers, and more exclusive advertisers, than 
any other monthly magazine in its field. Adver- 
tising in C&E Monthly gets results. 


See Section 28B in Business Publication Rate and Data Service (SRDS) 


Advertisers and agencies with an eye for business are investigating closely the 
three great public service markets — 


Municipal, served by THE AMERICAN CITY; 
7 Educational, served by THE SCHOOL EXECUTIVE; and 
Construction, served by CONTRACTORS AND ENGINEERS MONTHLY 


The Magazines of the Public Service Fields 


Contractors The — 
nd Engineers American §§)School 


Monthly City Executive 





At Harris-Seybold we depend heavily upon highly skilled and advanced design engi- 
neering to keep our printing presses, and other graphic arts machines, the leaders 
in their respective fields. For many years, Propuct ENcINgERING has been one 
of our most valued sources of information on new ideas in machinery design. 


C. W. Harrold, Vice President in Charge of Engineering 


W. R. Spiller, Chief Engineer and Assistant Vice President in Charge of Engineering 
Harris-Seybold Company 





they design printing machinery 


THEY READ PRODUCT ENGINEERING 


In industry's design-engineering headquarters everywhere ... wherever ma- 
chinery, equipment, and appliances are designed, and their original equipment 
components selected and specified ...PRODUCT ENGINEERING offers you 


the alert, searching, intensive readership of design-engineering executives. 


OOK AT A MODERN PRINTING PRESS and you will 
see an outst inding exan ple ot the des gn engineer's 
skill. Look more closely and, u 


will find a rewarding market tor your mater als, com- 


) its thousands of parts, you 
ponents, or finishes. Look further . at all the thousands 
of machines of every find industry's design-engineers create 

and you will be looking at the giant Original Equip- 
ment Market* . the biggest, most dynamic, and concen 
trated market for parts, materials, components, and finishes 


in all the world of industry 


Look tor the magazine in which you can best seek a growing 
share of the big, repeat-order sales the Original Equipment 
Market offers . . . and inevitably you will find Propuct 


PRODUC ° 


SNGUMEE RING 


MORE ADVERTISING OF ORIGINAL EQUIPMENT® IS CARRIED 


ENGINEERING. For this is the design magazine, above all 
others, which product-design engineers rely upon for the 
latest and best in every field of design engineering. This 
s the on/y design magazine they voluntarily seek and pay 
to read. And among Propuct ENGINEERING’s more than 
18,400 paid subscribers are the men with whom you can 
most profitably do business . . . the top design engineers in 
the $100 billion a year . .. and growing . .. Metalworking 


Industry. 


If you haven't done so recently, talk soon with your nearest 


Propuct ENGINEERING representative. He has all the facts 
for you on your most important advertising buy in 1952. 


A McGraw-Hill Publication 
McGraw-Hill Building, New York 36 


DISTRICT OFFICES: Afianta 3 * Boston 16 * Chicago 11 * Cincin- 
nati 8 * Cleveland 15 * Dallas 1 * Detroit 26 * Los Angeles 17 
New York 18 * Philadelphia 3 * Pittsburgh 22 * San Francisco 4 


PRODUC 
ENGINEER} a 


BY PRODUCT ENGINEERING THAN BY ANY OTHER MAGAZINE IN THE WORLD 


*Every company which manufactures machines, equipment or appliances is a 
part of your giant Original Equipment Market. To reach and sell this 
big, repeat-order market, 600 display advertisers now invest, in PRODUCT 
ENGINEERING's proved readership, far more advertising dollars than are 
invested in the readers of any other design magazine. These advertisers 
know thai the men who read PRODUCT ENGINEERING have basic buying 
authority in the O.E.M. . . . and that advertising in PRODUCT ENGINEERING 


builds product acceptance . 


. where such acceptance pays off in sales. 


AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 


December i951 /17 





.« the kind of 
“comer” you'd like 
working for you 


arstel ler’ 


trends 


A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures 


Automatic equipment, functional 
design cut food packaging costs 


Food Packaging . . Packaging is 
a major phase of the $33 billion food 
manufacturing and processing in- 
dustry In many types of food 
plants, more than half of total labor 
is involved in direct processing and 
packaging, a Packaging Institute 
survey reveals 

The food industry is rapidly adopt- 
ing highspeed automatic packaging 
equipment and extensively applying 
the newer and better packaging ma- 
terials, containers and methods 

Even defense officials appreciate 
the extent and importance of food 
packaging, and they are taking 
good care of the industry's 


requirements 


pretty 
Although the situa- 
tion is tight in materials and con- 
tainers, everyone will get some- 
thing and no “death sentences” will 
be imposed 

Package cost factors are increas- 
ing, particularly labor, and in many 
But higher pack- 
aging-line efficiency and functional 


cases materials 
package design are offsetting cost 
increases to a great extent 

The most significant broad pack- 
aging trend is a shift of emphasis 
* to “engineering” de- 


from “artistic 


low-cost, 


high-speed, 
trouble-free filling, closing and la- 


sign for 


beling operations 
Another 
plant pre-packaging of more prod- 


important trend is in- 


ucts for self-service sale . . not only 


in use not only because of their good 
characteristics but 
demand has 


moisture-proof 
because cellophane 
pressed hard on its production capac- 
ity. New combinations of flexible 
materials have been developed 
the tin situation has prompted the 
invention of laminated-aluminum- 
foil cans and aluminum-bonded-to- 
steel containers 

Outstanding among new packag- 
ing methods are the use of vacuum 
in flexible containers for bacon and 
luncheon meats and the employ- 
ment of nitrogen to displace air in 
yeast envelopes and dry milk and 
red sour cherry cans 

Equipment developments are too 
numerous to detail, but some ex- 
amples are: 1. Fully automatic cas- 
ers and uncasers for bottles, and 
automatic milk 
containers. 2. Automatic wrappers 


casers for paper 
which handle and heat-seal poly- 


ethylene and saran. 3. Thermo- 
plastic labelers 

To save loss through overfill, 
many plants are going to automatic 
check-weighing. And still more are 
applying statistical quality control 
of package weight 

Food packaging can go in only 
one direction up. This is assured 
increase in domestic 


increasing 


by a steady 
food consumption, by 
military food requirements, and by 
the pre-packaging and self-service 


obhan [ 


packaging trends. FRANK K. LAWLER, 
editor, Food Engineering, New York. 


fresh produce, but meats, fish, poul- 
try and sliced cheese. Carry-home 


packaging of fruits, potatoes and 


and 
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VERTISING 


MICHIGAN AVENUE «+ CHICAG( Polvethvlene and saran are gaining 


Glass Containers . . Here produc- 
tion reacted to the current defense 


bottled beverages also is growing 


Tight supply of some materials is 


AD nfluencing trends to some extent program and reached new manu- 


facturing highs this year. Produc- 
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and Wes is the Way To 


Reach It. ... 


SIX YEARS AGO it was necessary to advertise in 
two or three publications to reach executive, depart- 
mental and purchasing influences in the complex 


system of railroad buying. 


Today, veteran railroad supply men, progressive 
ad men and agencies recognize MODERN 
RAILROADS as the one publication which reaches 
ALL buying influences! 


There can be no other possible explanation for MOD- 
ERN RAILROADS’ truly remarkable ascendency to 
advertising leadership within six short years! This 
is not “claimed” leadership—it is based on advertis- 
ing growth (over 200 page annual increase in each 
of the past five years!) and on quantity, quality, va- 
riety and interest of its readers! MODERN RAIL- 
ROADS also leads in advertising revenue per issue— 
a reliable yardstick: but by any yardstick MODERN 
RAILROADS TODAY IS THE PUBLICATION 
WITH THE POWER TO SELL THE RAIL- 
ROADS! 
... It’s BIG in format, Editorial Impact and Readership 


.. It’s Beautiful— vrite for sample copy and see! 
...ft's POWERFUL —use it. and know! 





ODERN AILROADS 


NEW YORK 17—441 Lexington Avenve 201 Nerth Wells Street 
PASADENA | 423 First Trust Bidg CHICAGO 6, ILLINOIS DALLAS 1025 Nationc! City Bid 


TALK ABOUT A MOUTHFUL... you're 
looking at the business end of the 
largest power shovel in the world. 
Constructed by Ohio's Marion 
Power Shovel Company, it’s capable 
of picking up a roomful of dirt, 
moving it 2/3 of a city block and 
dumping it on top of a seven story 
building. This goliath weighs a 
mere 3,350,000 pounds and re- 
quires 75 railroad cars to ship it 
from factory to destination. 








there’s only one No. 1 





in metalworking 


The IRON AGE gives you a ‘‘bigger bite’’ 


of metalworking — 97% buying power coverage 


One of your biggest dividends in using 
The IRON AGE is greater plant coverage. 
By using The IRON AGE, you will reach 
plants having 97°. of the U. S. metal- 
working industry’s buying power—more 
than any other business publication can 
give you. What’s more, this buying power 
figure, based on plants employing 20 or 
more plant workers, is provable. Up to 
date, detailed information on each of the 
19,000 metalworking plants of this size 
is maintained on IBM punch cards in our 
New York office. Care to inspect them? 


Come right in. This added “plus” of 


greater plant coverage is another reason 
for making — and keeping — The IRON 


AGE the No. 1 metalworking medium. 





...1N PLANT COVERAGE 

... IN WEEKLY CIRCULATION 

... IN READERSHIP SURVEYS 

... IN MARKET COVERAGE 
.. IN ADVERTISING VOLUME 


No. 1 in Metalworking... 
America’s No. 1 Market 


tiron Age 
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A CHILTON PUBLICATION, 100 E. 42nd ST, N.Y. 17, N.Y 























WHAT IS BEHIND... 


of readers and advertisers 





May -Issue 
195] 


Architectural Record 19,955 








18,895 


May Issue 
1946 


13,801 


Progressive Architecture 







Magazine of Building 


ARCHITECT & ENGINEER CIRCULATION 


1951 is Architectural Record’s biggest vear vet in both More architects and engineers subscribe to Architectural 
advertising pages and architect and engineer circulation Record than to any other technical magazine. 


In the first nine months of this year Architectural Record achieved The reasons? 
the largest advertising page volume ever carried by any archi- 
tectural magazine . . . accounted for 40% of the totul advertising 
volume of all national architectural magazines... had 20% specifically for the architects and engineers who control 85‘ 

more advertisers than the second magazine, 69% more than of today’s- building dollars . . . the one magazine whose edi- 


Architectural Record is the one national magazine edited 


the third... and 25% of all advertisers in all national architec- torial content is designed throughout for maximum useful- 
tural magazines advertised exclusively in Architectural Record. ness to these architects and engineers in terms of the work 
on their boards as revealed by Dodge Reports 


Behind this advertising leadership is the consistent growth 
of Architectural Record’s architect and engines irculation As a result, architects and engineers have voted Architectural 








the steady 5-year trend 


to Architectural Record 





Architectural Record 


Year Ending 
September 
1946 


1,684 


1,596 


—— = 
—— 

——— 

,_—_— 


Record their preferred magazine in more than thirty 
reader preterence studies sponsored hy advertisers and 


thetr agencies. 


Architectural Record, with its exclusive access to Dodge 
Reports is the one magazine that scientifically demon 
strates the value of its circulation to advertisers in terms 
of building planning and specifying activity—regionally, 


nationally, and by types of buildings. 

And here’s a final fact of utmost importance to advertisers: 
{rchitectural Record delivers the largest audience of archi- 
tects and engineers at the lowest cost per page per thousand. 





Year Ending 
September 


1951 


2,381 







Magazine of Building 


Progressive Architecture 
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ADVERTISING PAGES 


Architectural Record jem?°mme '° 8" es 
| the workbook 
of the active 


FW Dedge 


119 West 40% Se 
New York 18, 
“Y. 


architect and 


engineer 
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PROBLEM: How to 


sell textile mills 
in LATIN AMERICA 


IN MEXICO: acabados México S$. A. 


IN COLOMBIA: cic. de Hiledos y 
Tejides del Hato 


IN BRAZIL: cic. Nitro Quimica de 


Brasileira 


p SOLUTION ...... 


th ‘ 


Annual Market Data Fe 
& Directory Number 


PANAMERICAN PUBLISHING CO., INC. 
570 7th Avenve, New York 18, N. Y. 
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Start in September 
to get ad budgets approved 


® FIRST, WE WOULD recommend sub- 
budget and advertising 


rather than 


mitting your 
program in September: 
Second we 


October would urge 


that you recommend a meeting 


about the first of October to which 


all those interested would have 


proots, charts, et« and sit 
commenting and asking 
juestions about the program If 


you can arrange a meeting, you usu- 


an get action 


How to get better 
service literature 


® YOUR POSITION on service litera- 
thing, 
though some companies, of course, 


ture is quite the usual 


have gone very much further. Some 


companies have proceeded along 


problems 


in Industrial Marketing 


conservation lines and there is no 
end of suggestions and information 
that can be given in most any in- 
dustrial manufacturing field 

As a point of variation, you might 
consider hiring a professor or top 
machinery 


the field 


scientist to study your 

and equipment, its use in 
and write a series of articles on 
how to make the most of it, with 
Some 


case studies to illustrat 


professors plan on spending a por- 
tion of their time in the field and 
would be 


nt 


they and their colleges 


glad for such an assignme 


How to plan continuity 
of direct mail programs 


® YOUR ADVERTISING program looks 
quite good even though it is on what 
might be termed a fairly minimum 
basis A great deal of time would 
have to be spent with you studying 
your products, markets and compe- 
tition to determine whether the job 
you are doing is at all adequate. If 
you are to be considered along with 
your competition, it is usually as- 
sumed that you must carry at least 
There is 


also a minimum number of contacts 


a comparable program 


below which one cannot expect to 
build reasonable recognition 

One of your principal problems, 
common to all industrial advertisers, 
is continuity of direct mail or sales 
promotion. We all tend to send out 
a letter on this or a broadside on 


i€ € 4 





Right in the process industries! 
dir Reinhold Catalogs put your 
sales literature in the hands that 
write products into specifications ! 


In the process industries—from pilot plant through 
semi-works and into production — specifying teams 
“write in” your products and services before calling 


in your sales engineers for consultation. These speci- 
fiers in thousands of Dun & Bradstreet company- 
rated plants can’t afford to guess . . . and the im- 








portance of their projects keeps them from inquiring 
outside where “leaks” might reveal their plans. 


, . Therefore, they rely on Reinhold Catalogs to pro- 
. vide them, fast and confidentially, with latest tech- 
nical data. If what you offer meets their needs then 


final consultations and orders result. 


Prospects“. 


Process Industries’ 


e . 
Fact File Folder! ! 
Your Reinhold Catalog representative will gladly supply you with a copy of 


the new Process Industries’ “Fact File Folder.” It contains latest available 
information on this multi-billion dollar market and how best to reach and 
sell it. You'll see how your product literature in CEC (for equipment) and 
CMC (for materials) serves “inside” product specifiers—helps you tie down 
business that you did not know was in the offing. Your Reinhold representa- 
tive will also supply full details on how you can earn a 6% discount by signing 
your catalog contract before January 15th. 


more than ie 


REINHOLD PUBLISHING CORPORATION, 330 WEST 42nd ST., NEW YORK 18, W. Y. 
Chicago * Cleveland * Buffalo * San Francisco * Los Angeles * Seattle » Dallas 
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if you’re selling to the manufacturing industries . . . 


SELL THESE MEN AND 


“FACTORY does one job better THE 





—the job of serving the Plant Operating Group 
in worthwhile plants 


in the manufacturing industries.” 
























That’s our way of describing the job that Factory can do for you. 
And, incidentally, it’s the only claim about coverage that FACTORY MAINTENANCE 
ever has made. We’ve never claimed to serve other functions which SUPERINTENDENT 
may also be important to you. 


We've looked at all kinds of statistics and surveys . . . some made 
by us, some made by other publications, some made by manufacturers, 
or associations, or the government. And every time, we find that 
Plant Operating is by long odds the biggest and the most important 
buying group for most manufacturers who sell to the manufacturing 
industries 


At the same time, though, this Plant Operating Group is the 
toughest for salesmen to see and sell. So that means that there’s all 
the more reason for advertising to do a big share of the sales job. 


All this isn’t just our opinion. Because advertisers 
want to sell the manufacturing industries . . . and 
because they recognize that Plant Operating is most 
important in buying... and because they’ve found 
that Factory is first in this field... . they placed a 
larger dollar volume of advertising in FACToRY in 
1951 than in any other monthly industrial magazine, 
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PLANT OPERA ad GROUP 
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: 
PRODUCTION CONTROL 
SUPERINTENDENT FACTORY SUPERINTENDENT 





VICE PRESIDENT 
in charge of OPERATIONS 


iF YOU WANT TO SELL... 


ENGINEERED 
ELECTRICAL 
EQUIPMENTS 


IN THESE CATEGORIES: 


INDUSTRIAL POWER 
DISTRIBUTION 
Power Fuses 
Isolators 
Circurt Breakers 
Power Transformers Resistance 
Unit Substations Heat Treating Fur 
Bus Duct neces 
Wire and Cable Meiting 
Capacitors Salt Bath 
Conduit Infrared 
Instruments ELECTRIC TRUCKS 
Switctwear AIR CONDITIONING 
Pane! Boards Process 
Switches Comfort 
Controt Centers LIGHTING 
MOTORS & CONTROLS Fluorescent 
Heavy Duty Incandescent 
Wound Rotor Motors INDUSTRIAL X-RAY 
Synchronous Motors METAL DETECTORS 
1.100 Hp Motors INDUS. TELEVISION 
100.5000 Hp Moters WELDING. ARC AND 
Electronic Motor RESISTANCE 
Control FINISHING 


Rectifiers 

Variable Speed Device 
ELECTRIC HEAT 

Induction 

Dielectric 





TO IMPORTANT PLANTS 
IN EVERY INDUSTRY 
THEN YOU MUST REACH THESE MEN 


> Industrial Production Management 
P industria! Electrical Engineers 
D> Utility industria! Engineers 


Only in ELECTRIFIED INDUSTRY do you reach all 

wos of men simultaneously. Only in ELECTR! 
FIED INDUSTRY are their electrical interests—and yours 
and ours—the EXCLUSIVE OBJECTS OF ATTENTION 
Only in ELECTRIFIED INDUSTRY Go you reach the ut)! 
ity industrial engmeers whose recommendations are 10 
often decisive am engineered electrical equipments 


ELECTRIFIED INDUSTRY’s pic'uwe reporting of elec 
tically powered. proven production ideas in every in 
@ustry from Auto thru Zinc has earned it a wmique read 
@thio from management ma and from their electri-al 
enginees 

The sponsorship of the magazine by the leading utilities 
(they pay $2.50 per year for their imoortant indus 
trials) guarantees a continual.y correct circulation—dce 
wite personnel and plant changes—that simply can't be 
duplicated 





Industry hits ‘most critical’ 
phase of shortages; '52 easier 


By Stanley E. Cohen 


8 IF THERE IS any comfort in it, you 
may be interested in knowing that 
defense mobilization officials con- 
sider that materials and equipment 
shortages are now in their most crit- 
cal phase. From present indica- 
tions, the situation will remain seri- 
mid-1952 Thereafter 


there will be gradual improvement 


mus until 


Officials reason this way 
Defense climbed 


from a half billion monthly in June 


spending has 


1950 to nearly three billion monthly, 
and is leveling off Defense pro- 
grams themselves are taking about 
20°. of industrial output 

On top of that, the $50 billion in- 
dustrial expansion program is in full 
stride By mid-year, this program 
And added ca- 


guns and but- 


begins to taper off 
pacity to support a 
ter economy becomes available 
Mobilization Chief Charles E. Wil- 
son concedes that actual output of 
military “hardware” has lagged. But 
the tooling up job has moved ef- 
ahead By mid-1952 the 


U.S. will have sufficient capacity to 


ficiently 


oduce four or five times the quan- 
of weapons it plans to make 
The process that is underway is 
known here as “broadening the 
base that is, providing sufficient 
industrial capacity to support nor- 
mal peacetime operations plus an 


Wilson 


and his staff say it’s more vital to 


expanded defense program 
have this extra capacity than to 
stash away thousands of tanks down 
in Texas. Once the capacity exists, 
they point out, those tanks can be 
brought into being in short order 


Prices Will Hold . . Barring a new 
buying spree or a costly round of 
wage increases, general feeling here 
is that prices will remain quiet dur- 
ing the months ahead. Government 


economists anticipate a “creeping” 


inflation, but believe important de- 


flationary factors will help keep 


prices in line. Recent tax increases, 
declining corporate profits and the 
ample supply of consumer goods are 
among the “deflationary” factors 

Before stepping out, former Eco- 
Chief Eric 


cautioned against relaxa- 


nomic Stabilization 
Johnston 
tion of price ceilings, however. He 
said inflationary pressures are par- 
ticularly strong in petroleum, lum- 


ber, metals and paper 


Post-Korea Ad Costs . . Office of 
Price Stabilization has adopted new 
pricing procedures which eliminate 
the danger that manufacturers will 
be forced to absorb post-Korea in- 
creases in advertising and sales 
costs 

This issue was settled when OPS 
tossed in the sponge after Congress 
adjourned and amended its manu- 
factured goods orders to include 
pricing methods spelled out in the 
so-called Capehart Amendment. This 
OPS 


pricing systems which held manu- 


amendment nullified earlier 
facturers to pre-Korea prices, plus 
allowances for subsequent increases 
in costs of materials and factory la- 
bor Under Capehart, OPS must 
permit manufacturers to mark up 
their prices sufficiently to cover all 
costs increases including adver- 
tising and sales—incurred through 


July 26, 1951 


New Index on PR Costs . . Federal 
Trade Commission and Securities 
Exchange Commission are setting up 
a new statistical report which will 
provide data on advertising and 
public relations costs for about 22 
industries 

Full financial reports for 1951 are 
to be obtained from about 16,000 
corporations. A breakdown of ex- 
penditures by 22 industries is to be 
released next May or June 
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PIT AND QUARRY 
AND 


ASSOCIATED INDUSTRIES 


MARKET AND MEDIA DATA 





From the industries served by PiTand QUARRY 
come products and basic materials which are 
vitally important in virtually every single 
type of manufacturing operation in our en- 
tire economy. Not a pound of steel, aluminum 
or magnesium could be produced without 
raw materials supplied by the pit and quarry 
and associated industries. America’s huge 
construction program uses tremendous quanti- 
ties of aggregates—cement, lime, asbestos, 
gypsum, mineral wool, asphalt, roofing gran- 
ules, sand and gravel, crushed stone, concrete 
and other materials. Other large consumers 
are foundries and manufacturers of such prod- 
ucts as fertilizers, paint, glass, electrical 
equipment, abrasives, paper, rubber, cos- 
metics, explosives, and an impressive list of 
chemicals and plastics 


@ 


First in Advertising Volume 
First in Classified Advertising 
First in Editorial Quality 

First in total pages of Editorial 
First in Quality Circulation 
First in Mail Subscriptions 
Highest Subscription Price 


FOR SALES AND 
ADVERTISING EXECUTIVES... 


Market and Media Data 


to help you determine 1952 Sales 
potentials for your product in the 
2% billion dollar Pit and Quarry Industries 


@ 6 maps show number of plants, by states, in the U.S., Canada and 
Mexico for the composite industry and for each of 5 major industry- 
products—-cement, crushed stone, sand and gravel, lime, gypsum 
and gypsum products, and figures for the 6th major group of products. 


1950 and 1951 (estimates based on volume to date) production in 
short tons, bbis, etc., of each of the 6 major industry segments. 


1950 and 1951 (estimated) production value for composite industry 
and each of the 6 major industry segments. 


Value of equipment and supplies purchased annually by each of the 
6 industry segments. 


List of products the Pit and Quarry industries produce. 
Table of production values of the industries for past 12 years. 


List of 314 advertisers in Pit and Quarry and the Concrete Manu- 
facturer Section. 


@ List of supplies and equipment readers of Pit and Quarry use and buy 
to operate their plants. 


@ Pit and Quarry editorial and circulation data. 


@ Date on Pit and Quarry Handbook—a Buyers’ Guide, Reference 
Manval and Directory. Published annually. 


Send for your copy today 


Pit and Quarry 


431 South Dearborn St., Chicago 5, Ill. 
New York © Whittier, Calif. © Los Angeles °* Dallas 
Cleveland °* Seattle ©® San Francisco 





Where product designers need help. 
PART | : 

Where product designers’ search 
PART lI for products begins. 


The problem of finding more than 


one source of supply; the time 


factor in product selection 


The kind of product information 
PART itl designers want. 
i rforn 


Product application and f 
} 


ance physica characteristics 
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operating a id service character- 
stics; dimensional characteristics 
methods of fabrication and 


installation: cost 
Where designers look for 
ART lV product information. 
; Checklist of information for 
FREE —thicty-six 8% x 11 pages of ideas on the selection Np product designers. 


and preparation of effective product information for 
design engineers. 


FOR THE MANUFACTURER WHO WANTS MORE SELLING 
OPPORTUNITIES in THE ORIGINAL EQUIPMENT MARKET 


The product design and development men in 
D0 You KNOW: ... that finding suitable materials your prospects’ plants are the key to sales. 
and components often gives product if you don’t show them how your product 

designers a tough time? fits their needs — no sale. 


This new handbook, “What Product Designers 
- +. that even complete product Want to Know about: Materials; Finishes; Com- 
specifications may not tell a product ponents,” points out clearly what you can do to 
designer that you have what make sure that more of your best prospects po 
he wants? consider your product. 
Actually, product design and development men 
.-. that product designers need to themselves wrote this handbook. (That's what it is, 
have the bare facts interpreted in literally—a handbook of what designers say they 
terms of their requirements? need to know about products.) : ; 








HERE'S HOW IT WAS DONE 
We engaged an independent research organization, 
especially qualified in getting technical people to 
“come clean.” The interviewers called on a carefully 
selected list of product design and development 
engineers and recorded what they said about their 
product procurement problems, procedures and 
needs 

The information these personal interviews devel- 
oped is truly an eye-opener. This handbook organ- 
izes the most significant parts of it in a manner that 
tells you 

how designers go about finding the products 

they need to make their ideas work; 

the troubles they run into in their constant 

search for what they want; 

where they look for product information and, 

most important of all 

. the KIND of information they want—the kind 

of information that enables them to identify your 

products with their needs and induces them to 

get in touch with you. 


KEY TO BUYING ACTION 

Read this handbook for a fresh slant on how to talk 
to design and development engineers so they'll listen 
—and ACT. 

It shows you how easy it is to get these important 
people interested, when you give them the right 
information, where they are accustomed to look for 
it, when they need it 


HOW TO GET A COPY OF THIS HANDBOOK — FREE 
Simply fill out the coupon on this page, or write us. 
We will be glad to send you a copy with our compli- 
ments. If you put the ideas in it to work, more 
product designers will see how your product 
matches their needs and you will have more chances 
to make profitable sales contacts. 


Sweet's 
LEV TE 
Service 


Designers, Producers and Distributors 
of market-specialized catalogs 


119 W. 40th STREET, NEW YORK 18,N. Y. 


3s 


Hh 
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SWEET’S CATALOG SERVICE . . . Please send me a 
free copy of your new handbook, “What Product 
Designers Want to Know about: Materials; Fin- 


ishes; Components.” 
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Cart Meyerhoefer and two of his staff consider 4 possible 
moterials for the airvane of the Lewyt Vocuum. Af right, some 


parts for which new materials have been selected recently 


With materials engineering 
they do it at 


The men responsible for the selection of materials and materials processing methods for the 
Lewyt Vacuum Cleaner are readers of Materials & Met/ 
Over one million Lewyt Vacuum Cleaners are now in use. But, before production could 
begin, Carl Meyerhoefer, Engineering Assistant to the President, and his staff of materials 
engineering men had to select and specify 

9 Irons and steels 193 Parts and forms 

10 Nonferrous metals 6 Heat-treating and tempering operations 

17 Nonmetallic materials 48 Fasteners and fastening operations 

101 Finishes and finishing operations 

Materials engineering decisions always dictate the purchase of materials and materials 
processing equipment. And new materials and new processing methods must be investigated 
continually to meet changing conditions and competition 
Materials & Methods is published exclusively for over 18,500 materials engineering 
men —all paid subscribers — who specify materials and determine materials processing 
methods in the hard goods manufacturing industries. 


Concentrate Your Advertising 
Where Materials Engineering Men 


Concentrate Their Attention... 





A REINHOLD PUBLICATION 
330 West 42nd St., New York 36,N. Y. 


Cleveland + Chicago * Dallas *« Los Angeles 
San Francisco * Seattle 
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Average industrial advertiser 


spends $150,000, keeps agency 


By Bob Aitchison 


8 ADVERTISING AGENCY executives 


who have nervous’ breakdowns 
worrying about the possible loss of 
industrial accounts are wasting thei: 
time for today’s “average” ac- 
count has been with its present 
agency since 1941. A study made 
among 216 industrial advertising 
managers showed the average ac- 
count to be 10.2 years old 

And agency executives looking 
down their noses at the small pea- 
nuts industrial accounts are off base 
too for the “average” industrial 
account spends an almost unbeliev- 
able $264,531 annually. The median 
expenditure figure was substantially 
lower at $150,000 although still 
high enough to command a good 
healthy respect from agencies, pub- 
lishers, suppliers, etc 

Turning from advertising agency 
executives to industrial advertising 
departments, the study revealed that 
the industrial ad manager's salary 
increases with the size of the annual 
advertising appropriation a find- 
ing not altogether unexpected 

And the study reflected a growing 
realization of the importance of in- 
dustrial advertising by top manage- 
ment for more than 63° of the 
216 ad managers report to and work 


under vice-presidents, or presidents 


44% Stay with One Agency .. 
Contributing to the high life ex- 
pectancy of 10.2 years (median, 8 
years) for advertising agencies han- 
dling industrial accounts, was the 
fact that 44.4¢ 


of the companies re- 


porting had been using the services 
of the same agency for ten years or 
more 

And 28.7%. of the 
hadn't changed agencies for 15 years 
In the 25 to 35 year-class 


companies 


or more 
were 7.8°, of the advertisers. Only 
four of the companies reporting did 
not use the services of an agency 

The following tabulation shows 
the number of accounts in each age 


classification 


Years with Same Agency 











Budget Median $150,000 . . In- 


dustrial advertising is rapidly ap- 


December - 1951 


Industrial Marketing 


proaching the big-business stage as 
indicated by the surprisingly high 
annual budget figures of an average 
$264,531, and a median $150,000 

Appropriations ranged from a 
feeble $5,000 to a whopping $3,000,- 
000. In the quarter-of-a-million- 
dollar-or-more classification were 
71 advertisers accounting for 32.9% 
of the companies taking part in the 
study. And 27 advertisers (12.5%) 
reported appropriations of $500,000 
or more Ten companies (46%) 
were in the $1,000,000 to $3,000,000 
bracket 

Only 46 companies, representing 
21.3% of the 216 reporting, spent less 
than $100,000 a year for industrial 
advertising 

The following tabulation shows 
the number of advertisers in differ- 
ent annual appropriation groups: 


How Much They Spent 





Number of 
advertisers 
in group 


Annual 
ad budget 








Years % Ot Agencies Reporting 
' ; 
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No Agency 


Industrial Accounts . . 


Big Budget, Big Pay . . An article 
in the November issue of INDUSTRIAL 
MARKETING Salaries of industrial 
advertising 
$5,180 in 11 
showed a 126 
1940 from $4,138 to $9,318 


A further breakdown of these fig- 


managers rise average 


(page 34) 


years” 


salary increase since 


ures reveals that the ad manager's 
salary increases with his responsi- 
bility in terms of the amount of 
money he invests in advertising an- 
nually 

The average salary for ad man- 
agers working with an annual bud- 
$50,000 is $6,876 


get of iess than 
Earning almost three times this in- 
$18,875 


come are the men re- 


sponsible for the expenditures of 
appropriations ranging from $1,000,- 
000 to $3,000,000 

Between these two extremes are 
industrial advertising managers op- 
budgets of between 


erating with 


$200,000 and $299,999, who have an 

average annual income of $9,212 
Salaries of advertising managers 

department 


and other advertising 


personnel are not included in the 


appropriation figures reported here 
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5.1% 


Salaries compared with appropriations 





Annual 
appropriation 


Per cent 
of maximum 
appropriation 


Ad manager 
salary 








The following tabulation compares 
annual salaries with annual appro- 


priations 


Veep Ad Man's Boss . . Gone are 
the days when the advertising man- 
ager reported to the assistant office 
the chief accountant, or 
Although industry's 


manager, 
what have you 
top management, in the past, may 


have tolerantly viewed the adver- 


tising department as a necessary 
evil, and the ad manager as a rea- 
sonably bright 


with a bunch of damnfool ideas for 


lad who came up 


spending perfectly good money, the 

situation is vastly different today 
Today, top 

than ever before, sees industrial ad- 


management, more 
vertising as a means of increasing 
sales and profits . . not as something 


you should do because competition 








does, and not as a me 
couraging” the business press 

So, it keeps a close eye on adver- 
tising activities so close in fact 
that 63.9 of the 216 advertising 
managers participating in this study 
said that they reported to the com- 
pany president, or to a vice-presi- 


dent 


Following is the complete tabula- 


tion of answers to the question, 


“Who is your immediate superior? 


Ad Manager's Immediate Superior 





Number of 
Title of 
superior 


ad managers 
reporting to .. 








Catalog charges raised again 


under new postal rates 


By Murray E. Crain 
® NOW THAT THE furor over the 
higher postal rates has abated, ad- 
vertisers and publishers are count- 
ing their dead and reflecting that it 
wasn't as bad as it might have been, 
considering the individual casualties 
The aggregate burden on distribu- 
tion, however, is heavy 

The new 
pected to 
than the old 


postal scales are ex- 
$117,000,000 more 
With its inevitable 


genius for going further into the red, 


vield 


however, Congress granted wage in- 
creases of $250,000,000 to underpaid 
postal workers, so perhaps new rate 
increases lie in the future 

The rate for catalogs, which was 
1949, 


has been increased again, practically 


raised almost 50 on Jan. 1 


doubling the charges prevailing in 
1948. This, according to the Nation- 
al Council on Business Mail, is about 
the average increase for all classes 


of mail. Nevertheless, it poses some 


knotty problems for advertisers and 
may stimulate use of consolidated 
catalogs 

The one-town local rate for cata- 
logs formerly was 5¢. It was in- 
creased to 74%¢ in 1949 and to 10¢ 
Oct. 1, 1951. The rate to the eighth 
zone has jumped, from 11 to 15 to 
186 

The local rate for 2 lb. catalogs 
formerly was 5%4¢. It is now 11%¢ 
The eighth zone rate has climbed 
from 18 to 29¢ 


Pound Plus. . For catalogs weigh- 
ing more than one pound, progres- 
sively sharp increases were effected 
last Oct. 1 
three-pound catalog to the eighth 


It will cost 55¢ to mail a 


zone in the future, compared with 
the former rate of 41¢ 

The one-cent postcard, used in- 
creasingly by advertisers in its orig- 


Many Industries Answer . . Ad- 
vertising managers taking part in 
this survey and the first section 
of the survey published last month 

represent companies producing 
Electrical 


con- 


and selling the following 
and automotive equipment, 
struction equipment, dielectric parts, 
building materials and equipment, 
electrical petroleum 
products, office equipment, plastic 
materials, fabricated metal products, 


machine tools, transportation equip- 


equipment, 


ment, photo equipment, gages, tools, 
materials handling equipment, chem- 
icals, electronic products, electric 
motors, heating equipment, and in- 
dustrial cleaning equipment 

Also copper and wire cable, safety 
equipment, diesel engines, instru- 
ments, hydraulic equipment, paints, 
air compressors, food processing 
equipment, refractories, motion pic- 


ture equipment and pumps 


inal or in glorified form, vanishes 
from the scene next Feb. 1. The 
price will go to two cents, which is 
likely to reduce its popularity con- 
siderably, since first class mail re- 
mains at three cents 

Business papers availing them- 
selves of second class will pay 30° 
postage in three annual 
10“ jumps, starting April 1, 1952. 
A typical monthly will pay $300 
more the first year, $600 more the 
second year and $900 more the third 
year. A typical weekly will pay be- 
tween $1,500 and $2,000 a year more 
postage than heretofore during each 
of the next three years 

Controlled publications will con- 
tinue to pay the rate established 


more in 


about one year ago . . ten cents per 
pound 

A 1%-cent per piece minimum 
rate on bulk third class becomes ef- 
fective next July 1 
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Don't. . Do.. 


.. ask questions like these: .. ask questions like these: 


Please check which of the following properties you look for in 
a thing-a-ma-jig. Kindly show importance by number. . 1, 2. etc. 
Longer life. 
Faster operating. 


What properties do you look for in a thing-a-ma-jiq? 


Maximum safety. 
Other properties . . 


Please check amount of your company's advertising expenditure: 
$5,000 to $10,000 
$10,000 to $25,000 
$25.000 to $100,000 


How much does your company spend on advertising? 


Mail questionnaires won't pull 


unless you tell and sell and flatter 


By Arthur H. Dix 


S50 OFTEN someone comes want So above all ou must be on wont count You will lose you 


the fearsome “discovery persuasive prospect before he gets that fa: 
over-questionnaired Some people prepare question- Here are some good sentence 
i naires as if they were the Bureau of lead-offs 


usually coincides 


ympletion of a mail survey by Internal Revenue Avoid the per- 


overer who has achieved re- nptory approach. It’s deadly. If 
Willie May’s bat- you aren't polite, your prospect will 

the late World m r, “The hell with it,” tear off 

rn stamp, save the clip and 

22 H. 4 hrow your appeal into the waste 


simple tact is that, like 

e supply of answerers and 3e¢ courteous and flattering. “Dear 

nexhaustible. There ar So-and-so: We will be sincerely 

than eve! ll for your expert advice and 
of your valuable 


when asked il veru a question just put up to 
a good opening. It ap- It doesn’t pay to be funny, o1 
hoped-for answerer’s witty, or whiney. Most people want 
that he can to be helpful it isn’t too much 
in a short trouble 


you 
People Make Checkmarks . . A!- 


a sales lett what you say ways ask him questions that he can 


first two lines determines answer with checkmarks or x's 
whether your questionnaire Don't say What properties do you 


ynsideration or oblivion. You look for in a doo-flicker? Say 
mmpeting with a great volume Please check which of the following 
ail. You're asking a favor properties you look for, and kindly 
yur first paragraph fails to ndicate their importance by num- 
hat you say late bers 1, 2, 3, etc.” As the re- 





spondent may think of properties 
that didn’t occur to you, leave am- 
ple space under “others” for him to 
fill in his own ideas 
Avoid the half-baked question- 
naire, the one with poorly thought- 
out questions. After you write your 
questionnaire, try it out on your as- 
sociates for sense and clarity. Or 
better still, make a little pilot study 
Send out 10 or 20 by air mail with 
air mail return envelope and see if 
there are any bugs in it. I saw a 
questionnaire once with this ques- 
tion, “Do you or do you not get your 
maintenance chief's approval when 
etc.?” About 80 
but the questioner is still wondering 
whether the 80°, “did” or “did not 


answered yes 


Watch that Postage . . Act as if 
you expect a reply. A stamped re- 
turn envelope increases returns so 
much that the chances are that it 
will give you lowest cost per return 
The enclosure of a business reply 
envelope is tacit admission that you 
are not too sure whether or not you 
will get a response, and don't want 
to risk any money finding out 

Your treatment of the return en- 
velope postage is more important 
than the postage on the ortgoing en- 
velope. If your mailing is to be a 
big one, test outgoing third-class 
against first-class. Returns vary ac- 
cording to the field, but the chances 
are you'll find that third-class out- 
going mail will give you the lowest 
cost per return 

A four-way postage test of 
questionnaire mailed to the gene: 
industrial field produced these 


sults 


Outgoing Return 


Postage Envelope Returns 





Why the third-class mailing with 
business reply enclosure o:tpullec 
the first-class mailing with business 
reply enclosure is one of those un- 
accountable direct mail vagaries 
But notice how the first-class return 
business 


envelope outpulled the 


reply enclosure 


Who Asks? Few Care. . If you 


don't want it to be known who is 


asking the questions, print up some 
letterheads with the name of your 
Peo- 


ple don’t seem to care much who 


own captive survey bureau 
asks the questions, and the chances 
are you will get as high returns on 
the letterhead of an imaginary re- 
search bureau as on your own com- 
The phrasing of 
what 


pany letterhead 
the questionnaire itself is 
counts 

If you want to score an all-time 
low in returns, ask the recipient of 
your questionnaire to write a trea- 
tise for you on why he likes a given 
brand, how he buys, etc. He will 
make checkmarks 
don’t ask him to take time out of 
his busy day to do your whole job 
for you. All you will do will be to 
make him scowl, mutter, “The nervy 


willingly, but 


b ” and give your question- 
naire the quick,one-two from desk 
to waste basket 

But, paradoxically, if you don't 
ask for a treatise, but give him an 
opportunity . . and space . . for com- 
ments on his particular case, you 
have an excellent chance of getting 
The trick is to ask a few 


simple, intelligent, easily answered, 


them 
“yves-or-no” questions, and then 
leave space for “comments,” with 
five or six double-spaced lines 

The invitation to add information 
not provided for in the questions 
And, 


frequently proves irresistible 


as you have doubtless already found 


out, in many mail surveys, the vol- 
untary information in the comments 
is as valuable as the purely statis- 
tical date obtained 

Never ask, “How many employes 
in your plant?”, “How much do you 
spend a year for so-and-so?’, etc 
That form of question invites a quick 
freeze, with consequently sparse re- 
turns But you can usually get 
what you want simply by asking, 
“Please check the bracket that ap- 
Then you list 0 to 9 
employes, 10 to 24, 25 to 50, and so 


check- 


plies to you.” 


or People like to make 
marks 

Don't come out bluntly and ask, 
“What are your annual sales?” The 
proportion that will tell you will be 
‘Will you 


kindly give us a rough approxima- 


small. But if you say, 


tion of the importance of this mar- 
ket to you by checking the proper 
space: $500,000 or below: $500,000 to 
$750,000, etc.’ 


Mail or Personal Call? . . There 
are very few things you can’t learn 
The mail questionnaire is 
It’s fast, and used in- 
It goes 


by mail 
inexpensive 
telligently, it is dependable 
without saying that the mail sur- 
veyor should know enough about 
his field to be sure that the ques- 
tionnaire goes to a representative 
portion 

In the endless discussion of the 
relative merits of the mail ques- 
tionnaire versus the personal call, 
some proponents of the latter hold 
that regardless of the return, wheth- 
er it be 20 or 80%, 
until you find out 


you can’t trust 
the returns 
whether the answers you got are the 
same as those you would get from 
the non-respondents 

Owing to an understandable and 
inevitable bias, this point is likely 
to loom larger in the mind of one 
who earns his hamburgers or filet 
mignons through personal surveying 
Marked 


variance between a situation as re- 


than it does in actuality 


vealed by mail returns and that pre- 
vailing among non-respondents is 
possible in business survey, but is 
unlikely 

Wide variance between respond- 
ents and non-respondents is a con- 
siderable factor in surveys of emo- 
tionally-charged questions. The ob- 
jection may be valid when business 
men are asked about the CIO, the 
Fair Deal, or even CMP regulations 
Those with the most pronounced 
feelings are more likely to reply, 
results But 


subjects for surveys in the industrial 


distorting the most 
of the dispassionate type, which can 
advertising and marketing field are 
be discussed without raising the 
voice or blood pressure 

The simple fact of the matter is 
that rarely is a 100° opinion ob- 
tained on anything, whether you 
survey by mail or men. Not all 
doors are open to field surveyors 
Some 
questions, just as some people just 


people simply won't answer 


don't go to the polls. Men are 
elected on the basis that those who 
did vote are representative of all 
Race 
tracks pay off not on how fast a 


who had the power to vote 


horse can run but on how fast he 


did run 


Mail Limitations . . There are, of 


course, certain limitations on mail 
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By William A. Marsteller 


Ten steps to planning 


a market research department 


COMPANY 


2. 


1. Define objectives pies 


Wher 


3. 


A 


U 


‘ 


4. 


Yy 


whether 


sually, if the 


Decide expenditures 


h progran need 


expensive to be sound and 


How 


what objectives you set 


much you spend 


e budget techniques used 
departments 


| Estimate all 
and predictable costs. Keep 


rting budget flexibl. 


and sim- 
ibject to change trom time to 


is Operations crystallize 


first appropriation should in- 


irate estimates of (1) sal- 


(2) overhead expenses such 


ipplies, rent, traveling, and (3) 


cted expenditures for outside 


Keep 


} 


consulting W 


rk 


ingency reserve 


Analyze personnel needs 


1estion is whether you 


b re q 
experien ed research personnel 
you use com- 
to staff 


department 


present 


pe rsonnel and man- 
the new 
company's prod- 
markets and distribution chan- 
are diverse and complex, per- 


within the company 


Other- 


months orienting 


*partment 


ducts, markets and dis- 


channels are standard, the 
bring in ex- 


may wisely 


esearch from 


personnel 


Outline sample projects 


ou can outline specific programs 


esearch in 


, > ] } 
a. products or service including 


discovery of new uses for old prod- 


ucts, pre-testing ducts and 


the 


new pl 


establishing competitive posi- 
tion of old products 
including their profit- 


the 


markets 


ability and potential and 
establishment 
tories 


and adve 


including studies of distribu- 


sates opera- 


costs, competiters advertising 


s call follow-ups and selection 


distribution channels 


} } 
da. general management policies 


including analysis of price structure 


and methods, credit and discount 


system, public relations practices 


and possible new plant locations 


>. Outline needed projects 


The projects you plac e on the im- 


mediate agenda can be selected 


from the thorough list of typical 


sample’ projects An agenda list- 


several specific projects to be 


ing 
started 
department to jump off with a min- 


immediately will enable the 
imum of waste effort 
Be 


first projects are within the abilities 


sure to determine that the 
of the new department and that they 


are of primary concern to manage- 


ment. Give management what they 


need most 


6. Build a source file 


The department will need to es- 
library of basic 


How 


statistical 


tablish files and a 


material much and 


kind of 


source 


what data you 





will require will depend on your 
objectives and the nature of the 
product 

Draw up a list of required and 
optional materials. You will need 
(1) directories of industrial statisti- 
cal information, (2) books on mar- 
keting research techniques, (3) a 
government 


complete listing of 


source material pertinent to the 
company’s needs and (4) business 
publications of direct use to market- 


ing executives 


7. Set a work schedule 


Research departments like to have 
departments orig- 
But to con- 


ther company 
inate ideas for studies 
trol the demand for research service 
and to keep working on the most 
important problems first, the re- 
search department should develop 
a procedure for accepting projects 
The procedure should be designed 
to eliminate unimportant projects 
A priority system will help insure 
fair and impartial consideration of 
the research requests of all depart- 
ments 

Establish a work schedule and a 
system of checking progress peri- 
odically against the time estimate 
schedule. Draw up simple forms 
to expedite an efficient work sched- 


uling system 


8. Standardize reports 


Establish in outline a suggested 
procedure for writing reports. This 
will minimize expense and effort in 
the writing stage of a market re- 
search project 

Here is an outline widely used by 
marketing research departments 

a. Prepare a cover page that in- 
cludes the title of the project, for 


whom it was performed and the 
date of completion 

b. Include a short table of con- 
tents, especially if the report is 
longer than six or seven pages 

d. Write a brief introductory sec- 
tion explaining the purpose and ob- 
jectives of the study, and how it 
was conducted 

e. Hit the 
summary of conclusions and recom- 
mendations in the next 


Don't bury them at the back of the 


reader with a brief 


section 


report 





detailed 


next, including any graphic or tab- 


f. Present the findings 
ular material needed 

g. Restate in much greater detail 
(if necessary) the conclusions and 
recommendations of the department 

h. The appendix of the report will 
be last and should include a copy 
of the original questionnaire (if one 
was used), detailed tables of data, 
and any other supporting material 

Flip charts, slide films and movies 
are sometimes used by research de- 
partments of large companies, but 
usually, if the research director has 
the opportunity to discuss the re- 
port personally with management 
and any personnel who will use the 
research, that is the only presenta- 
tion needed 


9. Develop progress reports 


Marketing research projects may 
take considerable time between in- 
Results 
apparent for 


ception and completion 


may not become 
months or even years after a study 
has been completed. Furthermore, 
no satisfactory accounting methods 


have yet been devised to translate 


the cumulative benefits into dollars 
and cents 

But an alert and progressive in- 
dustrial marketing research depart- 
ment can overcome this major lim- 
itation, at least in part. One of the 
best methods of proving the worth 
of market research is for the de- 
partment to “tell its story” in sim- 
plified reports to management. 

There are at least three types of 
reports which, if sent to manage- 
ment executives consistently at reg- 
ular intervals, will help the research 
department to make its company 
“marketing research minded”: (1) 
monthly progress reports, (2) an- 
nual progress reports and (3) peri- 
odic special reports 

Such a report system offers ad- 
vantages. First, it gives manage- 
ment an excellent check on depart- 
ment activities. Second, it is an in- 
centive to the marketing research 
department to “get things done.” 


10. Devise a follow-up system 


Once the problem is defined, the 
facts gathered and interpreted, the 
report written and presented to 
management, many industrial mar- 
keting believe 
their responsibility is over. This 
belief has created one of the major 


research directors 


problems in research today . . the 
failure to put marketing research 
results to work 

Marketing researchers must sup- 
plement their conclusions and rec- 
ommendations with practical sug- 
gestions on how to use and apply 
And then 
they must determine whether man- 


those recommendations 


agement has taken some action on 
Find out what 
action was taken. If there was no 
action, find out why. But be sure 
that the research findings are in- 


the research results 


terpreted and presented in a prac- 
tical light, so that the failure to use 
such findings can not be placed on 
the marketing research depart- 
ment’s doorstep 

To confirm and supplement our 
plan, we questioned 15 market re- 


search specialists 


“How can’a company determine 
whether it really needs and can af- 
ford a marketing research depart- 


ment?” we asked 


Richard L. Patey, manager, mar- 
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Small Fry . . 
GE display train gets results 


from a very special audience 


m because it sounds expen- 


‘hat something was prestige. But 
in old and successful company 

t that way partly by manag- 

its expenditures carefully, was 
What 


1ind was the buyer as he 


for ego inflation 


wavered on the brink of a buying 
decisior 

Prestige could push him over the 
edge 

But industrial prestige takes sev- 
eral ingredients respect tor re- 
search and product accomplishment 
and sometimes a bold idea for call- 
ing attention to that accomplish- 
With that in view, the bold 


various 


ment 
idea was developed by 
members of company management, 
including Vice-President Chester H 
Lang. The idea was GE's dramatic, 
silver streamlined 


More Power to America Special,” 


display train 


crammed with GE’s best industrial 
products and electrical systems and 


slated for showing to a select list of 





persons ranging from customers to 
congressmen. The train started a 
16-month tour in April, 1950. By 
last July, at journey’s end, the train 
had traveled 28,400 miles to 163 in- 
dustrial centers in 46 states 

It was a display of technical ex- 
hibits for technical men. At the 
same time, there was enough that 
was understandable and dramatic to 
the non-technical man to make the 
display impressive, educational and 
enjoyable to him, too. So the com- 
pany used the train to impress im- 
portant non-technical persons with 
what U. S. industry and GE 
were doing and could promise for 
the future 

In addition to 187,000 real and po- 





in promotion .. 


tential customers (representatives of 
electrical utilities, railroads and 
manufacturing companies) , the com- 
pany invited governors, congress- 
men, armed forces top brass, and 
leaders of business and finance 
Among others who accepted invita- 
tions to see the train were 58,000 
stockholders, their 
families and nearly 15,000 college 


employes and 


faculty and students. 

Thus less than a third of the train 
visitors were non-customers upon 
whom the company did a public re- 
lations job for U. S. industrial re- 
search and production, capitalism 
and General Electric 

The customers, who were the ma- 
jority of visitors, were the target for 


direct promotion. Demonstrator- 
lecturers were on hand at every ex- 
hibit in every car to explain the ex- 
hibit and answer questions. For the 
customer, GE aimed to: 


1. Educate him in the industrial 
systems and products 
. particularly GE’s. 


electrical 
available to him 


2. Impress him with the range of 
GE's line. 


3. Sell him 


In addition, the company aimed at 
expanding the use of electric power 
throughout thdustry 

Besides these major objectives of 


hinuec nm page 














You can hire salesmen faster 


with this interview technique 


Richard S. Schultz 


S ONE OF THE GREATEST handicaps 
of the sales manager interviewing 
applicants for sales jobs is the un- 
familiar requirement of sitting still 
and listening 

He is used to being active and 
persd@i@fve whereas the job inter- 
vieW' ré@uires him to be restrained 
oligervant, analytical. To conduct 
an imterview successfully, he must 
listen rather than talk and persuade 
Te do that requires technique 

The technique lies largely in the 
questions, which should stimulate 
about the 
Questions are aimed 


the applicant to talk 
right things 
to learn the how of the man how 
he talks, acts, looks, feels, thinks 


a2 / Indust neat 


and the what of the man what he 
knows and can do 

The following interview questions 
can be a good basis for getting your 
man to talk about himself in a way 
that tells you best the things you 
want, or should want, to know about 
him. You will have more questions 
to suit your particular situation and 
Notice that 
these questions don’t permit a yes 


particular individual 
yr no answer 
1. What did you do in a typical 


(Tell 


about your duties, supervisor, asso- 


day in your last position? 


ciates, business contacts and cus- 


tomers.) 


2. How do you think your pre- 
vious experience would be of value 
in this position? 


3. What are your plans or am- 


bitions in the next few years? 


4. How do you think conditions 
may affect the salesman’s job (in 
our company’s industry) after this 
defense production period? 


5S. What are you doing with your 
spare time”? 


6. Why do you really 
position with us now? 


want a 


7. Which part of the salesman’s 
job (in our industry) do you think 
you will like best? 


8. Is there any special training 
or information which you believe 
would be most helpful to you in 
assuring your success as a sales- 


man (in our industry)? 





These questions will help lead you 
to the facts about the man you want 
to hire. Remember, a man’s judg- 
ment is no better than his informa- 
tion. The more information you 
get, the better your chances of mak- 
ing the best possible decision 

Your questions should be pat- 

What 
What- 


ever your industry, you should look 


terned by your objectives 


kind of a man do you want? 


for these characteristics as the min- 
imum requirements for the future, 
successful industrial salesman 

1. Diversified Abilities to deal 
successfully with problems involv- 


ing ideas, people, business, sales, 
and technical or mechanical situa- 
tions 

2. Personal Relations Aptitude or 
effectiveness in maintaining sus- 


tained responsiveness of people 
This also includes such character- 
istics as appearance, manner, health, 
self-control 


energy self-reliance, 


initiative and forcefulness 


Messengers .. 


® cHicaco . . By an odd coincidence, 
two of the oldest business papers in 
the nation are switching to new 
names as they approach 65th anni- 
versaries 

American Wool & Cotton Report- 
er, oldest weekly textile publication, 
has changed its name to America’s 
Textile Reporter. The publication, 
now in its 65th year, sent announce- 


3. Integrity and Character in- 
clude all those qualities about an 
individual which determine his de- 
pendability, honesty and _trust- 
worthiness 

4. Mature Ambition in terms of 
Activity 


is directed toward self-improvement 


a sensible self-perspective 


and growth in accordance with own 
qualifications. 

5. Stable Background as reflected 
in family situation, social-recrea- 
tional activity and financial status 

6. Communications Skill as shown 
by effectiveness in conveying in- 
formation and ideas in personal con- 
tacts and in writing 

7. Sales-Service Attitude as in- 
dicated by 
prospects to buy what they 


helping customers or 
need 
and by follow-up service or con- 
tacts to maintain good will as a 
basis for future business 

8. Success Aptitude as revealed in 
past and present record of capacity 
to succeed and make progress in 


education, training and work 


ment cards and cellophane-pack- 
aged chrysanthemum boutonnieres 
by special messenger to textile and 
advertising agency executives in 
New York, Chicago, Boston and tex- 
tile centers 

The change coincided with a re- 
designed format. Editorial 
and coverage remained unchanged 

Baker's Helper will 


policy 


change its 


Looking at this list, you may say: 
what about experience in the prod- 
This is not omitted. It 
But remem- 


uct field? 
comes under abilities. 
ber, experience is only one qualifi- 
cation and it isn't all-important. 

Technicians and engineers who 
have spent many years dealing with 
problems in a technical field may 
be selected as salesmen. They may 
be expert in problems of the field. 
But how about their other qualifica- 
tions and skills for communicating 
with people, for selling? 

How this personal aspect of the 
applicant is emphasized by execu- 
tives who hire salesmen is demon- 
strated by results of a survey, con- 
ducted last August, of 47 distribu- 
The distrib- 


utors listed the qualifications they 


tors of machine tools 


consider most important, in order 
of frequency of mention, as follows: 
1. Personality 
2. Ability 
3. Experience 
4. Character 


name to The Baking Industry Mag- 
azine, effective with the publication 
of its 65th anniversary issue next 
April 12. Publisher Paul E. Clis- 
sold, whose grandfather founded the 
publication, said that a survey of 
the baking industry had confirmed 
his belief that the new name would 
describe more adequately the func- 
tions and services of the publication. 


December 19 i [as 





Flashbulbs 


Dearborn gets an idea. . 


and the customers come for miles 


By Edward M. Welch 


® LIKE MANY manufacturers, we agreed to experiment with a pro- 


thought our sales problem was “dif- motion he proposed that was revo- 
lutionary for us 


What we need,” Mr 


serted is a meeting, like a trade 


ferent 


With 65 years of experience unde: Moran as- 


yur company belt, we were cor 
that ynly traditional association or a convention, for all 
ocedure of continual sales the engineers and maintenance mer 
nmy territory Let's get Dearborn 


a saies 


xperts t talk about the 


various 
their work discuss prob- 
Inswe questions In a four- 
program we can tell a group 
nore about our prod- 
possibly tell any ir 
a si gle call 

was unheard-of to us Who 
to a company-spon- 


What 


pe »ssibly 


long-range 
salesmen ung Moré we attain 
would it cost? To the 


we went about getting 


7 
! excellent 














Flashback 


an answer with very little delay 
Test Letter . . To a selected list of 
29 customers and prospects, we sent 
a letter asking if they liked the idea 
and would come. A business reply 
card was enclosed, with space for 
comment 

The response surprised salesman 
Moran as much as any of us. We 
pulled 30 replies, nearly all favor- 
able. As a result, Nov. 1 was set 


for the Northern Water 


Treatment Conference with a tour 


Michigan 


yf the new power plant of Traverse 
City State Hospital as an added at- 
tractior 

A second letter with exact pro- 
gram details and a reservation card 
went to the complete list: 25 com- 


panies responded. Of these, 23 sent 





Get ALL the facts on the | ! 


HIP DULLDIN 
MANKG 


. . « including naval as well as commercial 
construction programs 
{ commercial shipbuilding 


ind approximate total dollar v 
priated for by C 


ira wi 


Engineering and Shipping Review. 


ndustr 


_ MARINE eb ated Dp 
and shipping Review 


{ aman Fut 
New York Chicago Cleveland Washington, D. C Portiand, Ore Los Angeles 





Build up .. 


Let down .. 


22 ways to make trade show exhibiting easier 


® PLANNING and managing a trade 


show exhibit can be relatively easy 
t 
a 
job 
or the lack ol 


effortless operating 


ty j 


ade 
advance plan- 
r a lot of detail 
and attention to things that 

at the time, might seem trivial 
For those who would avoid gray 
hair, baldness and ulcers, here's a 
check list that will make trade show 


exhibiting a pleasure instead of 


pain in the neck 


upping equipment 

show ci ive some thought 
the design of your crates and 
boxes Have your shipping depart- 
screws instead of nails 

much taster to remove 

to pull nails and you 

take the chance of splitting 
boards and ruining crate wr boxes 
In the case ot latively heavy 
equipment all you will have to do 
is remove a few screws holding the 
upper crate to the skid then lift 
the upper crate away For your 


large boxes, specify hinged tops 


ing empty boxes 

put them back togethe1 

One or tv screws will hold them 

This w w minutes more 
but it ll ime in the long run 

because when your crates are re- 

nea it > show you wont 


any lost skids 


the crate identification 

vided by most shows All 

you have to do is write in your com- 
pany name, and the number of your 
exhibit space then tack one or 
more cards on each box or crate 
» of these cards facilitates the 

your shipping containers 


> show 


4. It’s always a good idea to have 


uur shipping department write 


your company name all over all 
boxes and crates in big letters 
using distinctive colors if possible 
This makes it easier to spot you 
shipment in case part of it should 
go astray temporarily after it ar- 
rives at the exhibit hall. This is 
particularly important if you are ex- 


hibiting in the larger shows 


5S. Allow an extra day or two for 
set-up and break-down of your ex- 
hibit before and after the show. If 
youre among the first to arrive at 
the exhibition hall, you'll find it's 
much easier to get carpenters, elec- 
tricians, plumbers, machinery mov- 
Also you'll be able to set- 


up your exhibit with daytime labor, 


ers, etc 


and won't have to pay time-and-a- 
half or double-time for evening or 


weekend labo: 


6. If you are exhibiting equip- 
ment that requires wiring or piping, 
have your factory do as much of it 
as possible prior to shipment. This 
will minimize the amount of work 
to be done by the exhibition hall 
workmen, and will save both time 


and money 


7. Take your own step ladders 
You'll find 


it almost impossible ‘to rent, buy, 


with you . . at least two 
borrow or steal ladders at most 
shows so you're better off bring- 
ing your own. They're easy to ship 
Just have your shipping department 
tie or band them together, and tag 


them for shipment. Crates are not 








58,560 readers of Associated Construction 
Publications were asked to write in the 
names of publications which they read reg- 
ularly ... and the one magazine which they 
preferred above all others. ACP regionals 
lead the entire field of construction publica- 
tions, national and regional and here’s why; 


SEB ew BECAUSE... 


S$ out of 10 Readers 


SAID THEY 


Read ACP Regionals Regularly 


the 12 magazines comprising the Associated Construction 
Publication group each serve a geographical section of 
the country. To construction men these publications are 
like the “home town” newspaper — all news is local — 
about local jobs, local people, local bids, local awards 
and local events. No other publication gives them this 
local news. No other publication keeps them up-to-date 
on the activity in the area in which they are working. 
That’s why 8 out of 10 readers find the ACP regional a 
must on their reading list — a 34% times greater reader- 
ship than any other construction publication mentioned 
in this Reader Survey. 


BEBE ew BECAUSE... 


7 out of 10 Readers 


SAID THEY 


Fetes Regionals 


CONSTUCTION BULLETIN 
Minneapolis, Minnesota 


CONSTRUCTION DIGEST 
Indianapolis, Indiana 


CONSTRUCTIONEER 
Newark, New Jersey 


CONSTRUCTION NEWS MONTHLY 
Littie Rock, Arkansas 


THE DIXIE CONTRACTOR 
Atlanta, Georgia 


MICHIGAN CONTRACTOR & 
BUILDER 
Michi 


MID-WEST CONTRACTOR 


MISSISSIPPI VALLEY 
St. Louis, Missouri 


ACP regionals are must reading for men in the construction 
and heavy equipment fields. More than 10,000 pages of 
local bid and award information were carried by the 12 
Associated Construction Publications in one year — in- 
formation which construction men live by. No other 
medium gives them the detailed bid and award information 
in their own state or area, which they follow because that 
news is vital to their livelihood. That's why 7 out of 10 
readers prefer ACP regionals — 4 times greater preference 
than for any other construction publication. 


Send for Reader 
Survey Report 





WEW ENGLAND CONSTRUCTION 
Boston, 


SOUTHWEST BUILDER & 
CONTRACTOR 
Los Angeles, California 


TEXAS CONTRACTOR 
Dalias, Texas 











WESTERN BUILDER 
Milwaukee, Wisconsin 


*G. L. ANDERSON, Sec’y, 1022 Lumber Exchange Bidg.. Minneapolis 1, Minn. 











FOR A $100 BILLION-A-YEAR JOB 


1. Milling Machine 6. Honing Machine 
2. Automatic Lathe 7. Horizontal Boring, Drilling 


3. Multiple-Spindle Drilling & Milling Mochine 

Machine 8. Broaching Machine 
4. Boring Machine 9. Grinding Machine 
5. Transfer Machine 10. Planer 





These are a few of the machines which help te make Metalworking 
the most productive of all industries. 


They are also some of the tremendously important types of machinery 


for which American Machinist 
carries more advertising than any other magazine in the world. 


They are expensive machines...and the men whe say “Yes” 
to their purchase must have real buying avthority. 





American Machinist's ability to deliver the biggest, all-paid subscription 
audience of any metalworking magazine... 

and an audience highly concentrated among management men 

with the authority to say “Yes” to important purthases*... 

is the reason advertisers to Metalworking invest 

the most dollars in American Machinist year after year. 


It is also a good reason why you can sell more, in big quantities, 


at less cost, when you concentrate 
your advertising Im sccccccee American 
ETH 


METALWORKING- PRODUCTION *American Machinist offers you 9,869 more management 
subscribers than any other metalworking publication (ABC 
6/51: subscriptions to corporate officials, department man- 
agers, superintendents, and engineers). And for PROOF of 
the high buying power of the American Machinist audience, 
ask for your copy of the Advertising Research Foundation’s 
Study of the Audience and Readership of American Machinist. 


McGraw-Hill Buliding, New York 18, H. Y. 








sales promotion | ideas 


booklets / direct mail 





exhibits motion pictures slide films / sales helps 





high The trees are planted Six feet 
apart in séven rows. The company 
calls it “the world’s largest living 
sign.” 

The American Trucking Associa- 
tion is another factor in trucks and 
trucking that has found an unusual 
medium. The association, with a 
national membership of truckers, in- 
cludes an advertising message on 
the checks it writes to pay suppliers 


Truck carrier members of the as- 





sociation use the same type of 
checks 
Checks are printed with one or 
two color bands carrying the com- 
pany slogan or trade-mark. Checks 
of the association carry slogans 
aimed at building good will for the 
trucking industry generally, such as 
“Everything you use, eat, or wear 
comes all or part of the way by 
truck.” Another: “This is motor 
truck money.” 
Banking authorities estimate that 
sas tecegeamaneeeengetarecee © <eeenceesees . each check is handled and inspected 


AMERICAN TRUCKING ASSOCIATIONS by 16 persons from the time it is 
Sueapotid 


aul written until it is returned with the 


0 eee eenens omens’ 


depositor’s statement. Thus the as- 
sociation figures that the 7,036,000 
checks it has written in the past 
four years represent 112,576,000 “im- 


werettm ec... 


pressions.” This is advertising cov- 
erage without cost to the advertiser 
because he used a medium for which 
he was already paying as part of his 
financial disbursement operations 
A ale whey . sii The checks were designed and 
Checks . . Tw inds carry ad message on che { American Tr ng Asst made by Todd Co., Rochester, N. Y 
The check pictured here includes a 
stub such as included on association 
New media sell trucks, trucking members’ pay checks for employes 
Members think the basic English 
@® AIR TRAVELERS include a heavy miliar sight to the fairly heavy air used is a further good will builder 
portion of business men. That makes traffic over northern Indiana, is lo- for the trucking industry “You 
Studebaker Corp.'s half-mile-long cated on Studebaker’s 800-acre earned $ The Blank Co. paid 
sign of pine trees a pretty good in- proving ground ten miles west of out for you $ " Amounts paid 
dustrial medium for “name” adver- the plant at South Bend. The 8,200 out for social security, insurance and 
tising trees in the sign were planted 13 similar benefits are then listed 
The sign, which has become a fa- years ago and form letters 250 feet For what it’s worth, the associa- 


80/1 dustrial Marketing 








65,500 
COPIES 
(total 
distribution) 


200,000 
READERS 


in 42,014 
PLANTS 


A PENTON PUBLICATION 


CCA EN BE 


1213 West Third Street 
Cleveland 13, Ohio 


some new markets ? 


. or search for high priority business? 
. or announce new or improved products? 


.or secure wide distribution of catalogs and 


technical bulletins? 
. or keep in touch with old customers? 
. or educate industry on correct use of products? 


. or show availability of products? 


These are just a few of the 18 different advertis- 
ing jobs being done in N.E.D. today. For years 
advertisers have recognized N.E.D.’s ability to 
produce action from readers... but this action 
is produced only because of high readership— 
and that’s what it takes to make any kind of 
advertising effective. 

Today more and more alert advertising men are 
taking advantage of N.E.D.’s readership and 
broad coverage of all markets to do a wide 


variety of advertising jobs. 





tion announced that checks of this 
type written by its members would 
fill an outdoor sign four feet high 


and 35 miles long 


Big things in small packages? 
That's theory of this catalog 
mother of invention 


has prompted South Bend Lathe 
Works, South Bend, Ind., to issue a 


Necessity 


catalog not much bigger than a 


couple of postage stamps 

The company, which makes pre- 

yn lathes, drill presses and ac- 
essories, was looking for a promo- 
tional enclosure to go along with 
every shipment even the smallest 
attachment or accessor The an- 


swer was a 2'ex1l5s” accordian- 


folded catalog printed in black and 
illustrations and 


white with zine 


all but very legible type 


Mobile Show Exhibit. . 


Two of the 28-page catalogs, one 
for tools and the other for acces- 
sories, present the company’s entire 
line. As an enclosure, the catalogs 
are designed first for attention value 
because of their pygmie size 


Owens-Corning says it 
with blank pages, reply card 


Small scratch paper pads with a 
three-month calendar on the cover 
mailed monthly and distributed 
salesmen to potential customers 
Fiberglas Co., 


Toledo, to pull inquiries 


of Owens-Corning 


The cover carries a sales message, 
in addition to the calendar for the 
current month and the preceding 
and following month. First page is 
a listing of national branch offices 
and the third page is a business 
reply card with 18 spaces for check- 
ing products the inquirer might like 
The 3x7” scratch 


pad contains 24 blank sheets 


information about 


Special deck of cards gives 
you industrial publicity ideas 

An unusual deck of cards carrying 
312 suggestions for getting publicity 
s being offered to industrial adver- 


users 
Each 


heading under which are listed as 


subject 


card contains a 
many as 12 news “pegs” to hang a 
company story on for use in news- 
papers, business papers and othe1 
media. For example, one card is 


headed New Trade Names” and 


lists the following story suggestions 
for the user to look for in his com- 
pany: (1) new trade names adopted, 
2) new registered trade-marks, (3) 
new product designs or trade names, 
(4) slogans of trade products and 
(5) historical about 
names, slogans, or trade-marks 
Other subject headings on differ- 
ent cards include “Business Expan- 
sion” and “New Price Changes.” The 
deck is sold for $5 by Kenneth B 
Butler & Associates, Mendota, III 


agency 


news trade 





For Automotive and Aviation Executives 


THE ONLY COMPLETE SOURCE OF DATA 


For Advertisers 
THE YEAR-ROUND KEY TO 


For the 34th consecutive year, automotive and 
aviation executives are looking forward to 
receiving their copies of the fact-packed 
AUTOMOTIVE INDUSTRIES Annual Statisti- 
cal Issue to be published March ISth. It is 
their only complete source of automotive and 
accurate 


aircraft data authoritative 


up-to-date 


Included are detailed specifications on cars, 
airplanes, trucks, buses, tractors, engines; 
their production totals, registrations, sales 
totals, and an abundance of other information 


for year-round reference all in one issue! 


OVER 21,400 PROVED READERS... 

A VAST BUYING AUDIENCE 

In 3,124 automotive and aviation plants, over 
21,400 engineering, design, production, admin- 
istrative, purchasing and sales executives will 
learn of the leading suppliers of parts, materi- 
als and production equipment through the 
advertising pages of the 34th Annual Statisti- 
cal Issue of AUTOMOTIVE INDUSTRIES. Over 
13% of Al. readers use the Statistical Issue 
throughout the year! That's what makes 
advertising in this important issue doubly 
effective doubly profitable 


AUTOMOTIVE 


THE NEWS MAGAZINE OF AUTOMOTIVE 


DEEP PENETRATION OF AMERICA'S 

LARGEST INDUSTRIAL MARKET 

The automotive and aviation industries have 
a $20 billion order for defense materiel. In 
addition, they will be producing about $18 
billion worth of automotive and aviation prod- 
ucts for civilian use, annually. This vast field 
is the heart of American industry. This is 
Market No. | for large quantities of materials, 
supplies, parts, machine tools and plant 
equipment. And . advertisers get full cov- 
erage of this multi-billion dollar market 
through the popular A_I. Statistical Issue 


THE ONE MEDIUM FOR THIS $38 BILLION 
INDUSTRIAL FIELD 

Make the March 1Sth AUTOMOTIVE INDUS- 
TRIES Statistical Issue a “must” on your 1952 
advertising schedule it's the most impor- 
tant issue of the year. All forms except special 
sections close February 25th. Spaces in the 
special sections close February llth. Allow ten 
days extra for composition and proofs 


Remember for effective coverage of your 
No. | industrial market, it's sound business to 
invest your advertising dollars in the dynamic 
AUTOMOTIVE INDUSTRIES 34th Annual Sta- 


tistical Issue. Make space reservations now 


INDUSTRAIES 
A CHILTON Publication IN BP 


Chestnut & 56th Streets, Philadelphia 39, Pa. 


AND AVIATION 





MANUFACTURING 


KEY MEN OF FOOD PROCESSING * 


Meet 
Mr. E. L. ROTH 


Technical Director 
The Geo. Wiedemann 
Brewing Co., Inc 


Newport, Kentucky 


ce 
OOD PROCESSING its a handy compilation of all new 


innovations in brewing, particularly with regard to processing 


control, flavor and taste tests . . . I often write for additional 


information, and discuss relative merits with respective depart- 


L 


E. L. ROTH 
Technical Director 

The Geo. Wiedemann 
Brewing Co., Inc 


Newport, Kentucky 


ment heads 


Published by PUTMAN PUBLISHING CO. 


Read by the key men who itt East Delaware Place, Chicago i1 


direct food processing operations Creators of PUTMAN-STYLE Magazines 

_ « terse, vitel editoricl; “hond-picked™ cir- 

> —_ : - culation; square, high-visibility formot; quolity 

FOOD CAPITAL OF THE WORLD a ae 





Meet 
Mr. R. W. MILLER 


ce 
| read CHEMICAL PROCESSING for new ideas 


‘CHEMICAL PROCESSING digests the facts . . . I like its 


short, pertinent articles and wide coverage of new processing 


Kite (000 ler 
R. W. MILLER 


Process Control Supervisor 


dev elopments hs 


Masonite Corporation 
Ukiah, California 


Published by PUTMAN PUBLISHING CO. 
111 East Delaware Place, Chicago It 
Creators of PUTMAN-STYLE Magazines 
. terse, vital editorial; “hand-picked” cir- 
cviation; square, high-visibility format; quelity Read by the key men who 
readership; hence more READER ACTION direct chemical processing operations 





A thly d ssion, 
management frhiswe 
executives talk frankly about 


management policies 


dealing with current industrial 
marketing, selling 
and advertising problems 


| @ monthly im feature 





Company presidents say it pays 
to advertise . . cite results 


Top management is not at all unaware of the effective and profitable pulling power >! 
industrial advertising. In spite of the claims of many critics, most executives are quite 
cognizant of the why and how of industrial advertising . . and most important of all. 
know that it can produce results which show up favorably on the annual report. De 
cember's pane! of nationally known industrialists give their answers to this question: ® FOR MANY YEARS our agency had 


been trying to sell us on the use of 


s What is the most interesting and impressive instance where industrial advertising has ‘ 
direct mail advertising We had 


produced results and paid off for you. or for your company? 
seen so many incoming direct mail 


pieces placed in the waste basket 





that we were reluctant to try it 
Scotch” brand filament tape cam- After much persuasion, we decided 
paign have two elements proved in to try a program of three mailings 
previous campaigns for other indus- in one year’s schedule 
atin trial products of the company To our surprise, the returns from 
the first mailing resulted in a num- 
1. The claims made for the prod- ber of inquiries and sales. Thus, 
uct must be conservative direct mail has now a definite place 
in our schedule in addition to the 
2. Every claim must be demon- regular trade papers and directories 
SHORT WHILE AGO our labora strated by showing and describing This was the most interesting and 
developed an extraordinary actual product applications impressive instance where industrial 
of tape with a filament advertising produced returns and 
Although thin and le have always recognized that paid off for our company 
this tape has gre all | of our industrial adver- 
ll perform a multi ng program must complement the 
duty packaging and Tor of our sales representatives 
handling chores field To this end these ads 
ads prepared for this new \ re slanted, not to de velop sales 
had a difficult job to do no themselves, but to secure entry 


ey announce the dis- t industrial plants for our men R. S. Reynolds. Jr 


tape 


to a wide variety of marke n thus sell more economical- 
it they must tell the almost u 
able story so believably tl maies I ll F ndicate that 
ndustry general! vould r modes campaign has succeeded 
ir sales dual objective to a degree ® WHAT HAS IMPRESSED 
we would have considered about industrial advertising 


| thinking” eight months ago day's conditions has been 











Valuable information for Copywriters 
Sales and Advertising Executives .. . 


“""""" Yo reads 


TIME SPENT READING IT. . j AS 
WHERE THEY READ iT ; * | M Ti | 


HOW THEY READ IT 
WHY THEY READ IT yatedpaad 
es = BLUE B () Ok 


This 8-page booklet gives you the 

important readership facts you need 

to know to determine the value of p . 

the BLUE BOOK for selling your prod- / ; B<) — And, how important are these readers to 

ucts to the metalworking industry ia >> YOU? This, and many other important ques- 
tions on readership are answered for you in 

an independent, comprehensive study among readers of 


Machine and Tool BLUE BOOK. 


Here is a fact-packed booklet that shows titles and numbers 
of individuals reached, reading habits, preferences, what they 
like to read in ads, what they buy from BLUE BOOK advertisers, 
readers per copy, and other readership facts. 


Here's proof that BLUE BOOKS's editorial formula is right 
for you. The right editorial formula directed to the right audience 
of top buying executives builds high reader interest — an un- 
beatable combination for SALES. You need the power of the 
BLUE BOOK to sell the huge metalworking industry. 











Write for your copy 





Machine and Toot 
BLUE BOOK 





Circulation verified by Western Union through its 1,642 offices in 
the U. S. industrial centers. 

More than 95% of circulation is personalized 

Pioneer publication with controlled circulation. 

Published monthly for 45 years. 

Front cover used for merchandising editorial content. 

Square back binding makes book easy to use and read. 

First pocket-size publication for metalworking industry. 

Special binding permits use of 7” x 10” platés as unbroken spreads. 
Low cost per thousand circulation. Produces results. 


Mackine and Tool 
136,000 tote! readership per month among 


administrative, engineering and produc 
tion men in metalworking HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 


Yow more than ever-The Readbook of the Metalworking Industry 
si [87 











attracted 


more readers? 





“Tycol Aturbrie Oils 
have high oxidation resistance... 
Long vs. Short Headlines cut turbine Shut-downs'”’ 


® IN THESE TWO Abs by one adver- 


tiser in different issues of Powe 
the format was almost identical. But 
readership scores varied consider- 
ably. Most noticeable difference was 
length of headline. Copy also was 
changed. Both illustrations featured 
the cat 

Which ad attracted m 
For the answe1 


thor 


ore readers? 
and some specula- 


: | 
reasons why, see page 100 


SNe FOF 4 FREE COPY OF “THOT WATER at8OCIATER cuSErcCane 





AIR FORCE the Magazine of U.S. Milita 


AMlilitary Avia 
OO , — 
U.S. Military Aviation AIR FORCE the M 


r i951 /'88 








eat & 


13°/, of the total number of metalworking plants 


POOOOOOOOOOOO® 


account for 79°/, of the totals product value... 


oe th ath att tice 


while the remtaining 87°/, of the plants 


OOOO 


account for only 21°/, of the total product value 


























The chart above is taken from our recently- 
issued 12-page booklet “Facts About MACHIN- 
ERY and the Metalworking Market.” It explains 
ip the complex metalworking market in detail, de- 
— scribes how MACHINERY covers it, and gives a 
complete analysis of MACHINERY’S circulation. 


[4-731 Send for copies of this valuable data book; it 
contains much information not found in SRDS 


listings and audit reports. 


MACHINERY =-—~---- 


so / 





the MASS or the MARKET? 


When you want to reach the men who do the buying in the metal- 
working market, mass circulation doesn’t fill the bill. Why? A glance 
at the charts shows the vast difference between the number of metal- 

working plants and their relative purchasing power. 


Using dollar volume of output as a reliable index of 





volume of purchases, we find that 79% of metal- 
working buying power is concentrated in only 13% 


of the plants. 


That is why circulation totals are inadequate yard- 
sticks to use in measuring the value of a metalwork- 
ing publication. One man with buying authority in 


a major plant may possess a thousand times the pur- 


chasing power of another in a small shop. Yet, on 
a numerical basis, these men are equally important. 
It requires a special kind of circulation to do an ade- 


quate job of coverage in this highly concentrated 


market. Your advertising is most effective when it 


is read by the volume-buying authorities, but many 


times these men cannot be reached by a publication 
with an all-paid circulation. They are “out” to sub- 
scription salesmen, do not read subscription-selling 





mail. MACHINERY has solved the problem of de- 
livering your message to these inaccessible, but 
mighty important executives with its unique Directed 


Distribution plan. 


We maintain a continual census of the engineering 
and production executives who possess volume-buy- 
ing authority in the country’s leading metal-working 


plants. Checking against our roster of subscribers, we 








narrow the list down to those who are not already re- 
ceiving MACHINERY. To these men we direct personal copies, and 
we continue to send MACHINERY to each executive’s home or office 
as long as we know that he continues to wield volume-purchasing 


authority. 


Because MACHINERY’S authoritative editorial content naturally at- 
tracts most of the industry’s key executives, only about 20% of our 
total circulation is directed in this manner. Yet, combined with high 
quality paid circulation, Directed Distribution permits advertisers to 
achieve constant, concentrated coverage of the key buying author- 
ities in every branch of the metalworking market. THE INDUSTRIAL 
PRESS, 148 Lafayette St.. New York 13, N. Y. 


Production in the Manufacture of Metal Products 
ember ta /s 





employe communications 


public relations 


Plasma and Pulchritude 


by Robert Newcomb 


and Marg Sammons 





Cheesecake alleviates disaster 


in Coleman’s plasma drive 


iate summel the need 

in Korea became crushing 

Public apathy had brought the blood 

reservoir almost to the bottom, and 

the Department of Defense, the Red 

Cross and other agencies combined 

their efforts to get blood, lots of it 

The call for blood hz ome before 
It is certain to come again 

In Wichita, Kar 


responded with a 


the employes of 


one company 
suddenness and a warmth that is 
almost a traditior They responded 
because, at Coleman Co., manage- 
ment long since learned how to gvt 
employes in the act. The result is 
that this company (which manufac- 
tures household appliances for heat- 


ing, lighting, cooking and ironing) 
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made a record for blood 
donations. Those who argue that it 
is not an important conquest in the 
industry had better think 


twice; it is about as important as 


world of 


they come 


When the county blood dono: 
program was set up, to be operated 
by the Red Cross, Coleman set up 
its own scheduling and promotion 
program in its own personnel de- 
partment The Coleman program 
has been continuous, and was in 
operation when the call for new 
blood was made late last summer 
To get things rolling, a depart- 
mental solicitor was appointed in 
each company department. Pledge 


cards were printed, with the indi- 


Industry’s relations with 
Employes / Stockholders 
Distributors / Suppliers 


Ne ghbors 





vidual employe’s name and clock 
number, for the use of the solicitor 

The Coleman 
are old hands at getting employes 
They knew 
that a cold appeal on the bulletin 
blood 


would not draw the response the 


personnel people 


interested in projects 


boards for contributions 
situation called for This was an 
emergency, and it called for emer- 
gency measures 

Thus a 


conducted in the 


“teaser” campaign was 
companys two 
plants which, with administrative 
personnel, hold about 2,000 people 
The teaser consisted of a poster girl 
in a bathing suit. The figure was 
bulletin 


installed piecemeal on 


boards; the legs were posted first 
then the thighs, then the head, and 
finally the completed, clothed figure 
The finished figure held a Red Cross 
donor poster pointing out the need 
for blood in the Korean fighting 
The day-by-day additions to the 


girl's figure proved to be great at- 





Progress is swift 

in the Chemical Process Industries . . . 

from research to development to commercial production. 
It’s a mushrooming market, 

where growth rate doubled within a year after Korea... 
a fast-moving market, where news behind the news 

is vital to top-level planning. 

That’s why CHEMICAL WEEK, 

with quick, accurate news analyses, gets high readership 
among chemical businessmen .. . 

it’s directed to management interests. 


To manufacturers who sell 

the Chemical Process Industries, CHEMICAL WEEK's business-news slant 
and executive audience is significant. 

Cultivation of management influence 

is essential to sales, and CHEMICAL WEEK 

provides a sharp tool for concentration 

on this key segment of the market. 

In America’s No. 1 industry . . . it’s management’s own magazine. 


MANAGEMENT ME DARE TALKING Azour... 


ARC * ABP 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 36, W, Y. 
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tention-getters. Coleman's person- 
nel people remarked that the com- 
pany had never put on a campaign 
that aroused as much plant interest 
Some department representatives 
drew what they thought the balance 
of the picture was going to be. Some 
shopside artists took crayon in hand 
and made comments, such as the ob- 
lettered the 


the first ain't 


above girl's 


day I 


servation 


legs on got 
nobody 
the normal amount of 


but 


The re was 
stuff 
ties were troubled 
did do 
in the place talking about it 
The 


sideshow 


nobody's sensibili- 
What the teaser 
to 


rough 


campaign was get every- 
body 
wondering what it was about 


had 


quality a 


a certain 


but 


program 
corny universal 
appeal 

When the figures were completed 
on the boards on the last 


day 


seconds 


bulletin 


everyone matter of 


that the 


Knew in a 
campaign was tied 

most of the 
t. The 


high 


in with blood donations 


en pl ves had gue ssed cam- 


ed 


itors 


pa then mov into gear 


with the soli getting busy 


Letters accompanied each solicita- 


ard passed out in case o 


. already giving blood regu- 
} 


was merely a thank you 


employe was an irregular 


the letter asked if an adjust- 


his sche duling 


order If 


not in 


tor donations 
the 

good health 
thank you 


put 


was 
he 
No 


employe 


! t or 


ik 
received a letter 
t was left 
When Col 
nan had 206 regular contributors to 
the blood 74 
irregulars pro- 


the 196 


wody 
the campaign started 
and 


the 


donor pi 
As a 


company 


gram 
result of 
pi ked 
an 
Out of the 


gram up 


brand new donors, or ot 


95 


in 
74 
lars, 23 signed up to be called regu- 


one-third 


rease 
roughly irregu- 


larly again, or about 
If you want employes to take part 
them interested 


about it If 


na campaign, get 


in it and excited you 
mpersor al announcement or 
bulletin board 


behind it 


put an 


the with no direct 


drive you'll get about as 


much enthusiasm for the project as 
you have put into it Employes 
around the country 


their 


are generous in 


contributions to 


know 


causes and that the need exists 


causes, pro- 
good 


As 


many 


vided they they are 


a group, shop employes in 


plants will outmatch the yntribu- 
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From picture news to Elsie, 
Fairman has his hands full 


@ THE PERSONNEL DIRECTOR who 


gathers plant news from reluctant 


contributors, puts out his employe 


publication on a Mimeograph ma- 
chine and distributes copies person- 
he 
He should change places for a day 


Milton 


chief 


ally thinks has it tough 


Fairman, public rela- 


Borden Co 


sponsibilities in the field of employe 


with 
tions whose re- 
and public communication defy cat- 
aloging 

It is enough to have to watch ove 
such matters as releases to the press 
the 


to 


rm editors and 


food not 


pages 


tior yf office workers. But they've 
got to be sold on it 

Coleman's great success with 
confined to blood 
Back of 
every campaign is a united spirit of 
the 


fostered and encouraged 


campaigns is not 


donor campaigns alone 


employes which top manage- 


ment has 


for many years 


Back in the ‘20s, for example, the 


Activity Club 


association, but 


Coleman was origi- 


nated as an athletic 


been broadened to cover 


t has since 


any social or recreational activity 


in which employes are interested 


They 


door 


include monthly dances, out- 


sports, bowling, an annual 


picnic for employes and their fami- 
lies, a Christmas party, camera club 
club and 
Many projects 
jointly the 


Appliance Workers Union (the reg- 


wives many other pro- 


grams are spon- 


sored by Independent 


mention the national meanderings 
of Elsie the Cow. Add to that the 
job of communicating with employes 
on hundreds of different fronts, in 
a score of economic languages, and 
you have some idea of what the 
man is up against 
of the 


insists upon 


Because local autonomy 


Borden for its plants, 


the 


gests 


department 
It proffers 


Borden p. 1 sug- 


instead of orders 
the cane of assistance but the local 


That 
but 


management may spurn it 


often makes the tough 


M: 


many 


going 
Fairman’s office has developed 
no Borden 
When the 
boards first 
Mr 


im- 


useful services 


plant wants to ignore 


idea of plant bulletin 
several 
office gave it 
booklet 


board preparation 


caught on years ago, 


great 
bulletin 


Fairman’s 


petus with a on 


His office originated many ideas 


for open houses and plant 


other 


plant 
that 
snapped up 


tours companies have 


gleefully His “photo- 
flash” service . . a pictorial news let- 


ter was one of the first picture- 
communication 
If there's 


a new device a-borning in the field 


news ideas in in a 


multiple plant company 
of employer-employe communica- 
Mr 
there aiding the delivery 

Last 
aggressive year as president of the 


Public 


tion Fairman is probably in 
I 


month he finished a busy 


Relations Society of America 
eccccccccesccccescccecccccescccceccedes 


istered bargaining unit for the 
Wichita plants), the Activity Club 
and the Wives Club 


of this trinity in action 


An example 

For sever- 
al years these groups adopted the 
crippled children of the Institute of 
The union 


the 


Logopedics at Christmas 
and the Activity Club 
money from donations in the plant, 
and the Wives Club purchased and 
wrapped the gifts 

The Coleman Wives Club puts the 
behind 


ra ised 


steam many a worthwhile 


campaign. It is open to the female 
relatives of any Coleman employe, 
and to women workers who wish to 


The 


cooking 


join group includes in its 


program schools, lectures, 
handicrafts and other similar activi- 


The taken 


through the Coleman plants to see 


ties group has been 


where the husbands and other male 


relatives work. It winds up for 





Air Conditioners At Work 


Nature n her mysterious way, recognizes the importance of air con- 


ditioning. Even bees cool their hives by fanning their wings. 


Solving the air conditioning problems of industry, business and the 
home also requires a great dea! t ngenuity Many and varied types 


of complicated methods and equipment are necessary. 


Manufacturers in this major industry also recognize the importance of 
reaching and selling Management-Men. They use the pages of Business 
Week, because they know: Business Week reaches a highly concen- 
trated audience of Management-Men executives who make or 


infivence important Buying decisions for their firms. 


The result: Business Week every year carries more air conditioning and 
refrigeration advertising than any other general business or news 


magazine. These advertisers know 


ADVERTISE IN BUSINESS WEEK WHEN 
U WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N.Y, 








These Leading Air Conditioning and 
Refrigeration Advertisers Regularly 
Reach and Sell the Management Market 
through Business Week 


Air Maze Corp 
American Air Filter Co., Inc 
American Blower Corp 
American Radiator and 
Standard Sanitary Corp 
Baker Refrigeration Corp 
Brunner Manufacturing Co 
Buffalo Forge Co. 
Carrier Corp 
Chrysler Corp 
Airtemp Division 


Clarage Fan Co 


Farr Co 

Frick Co 

General Electric Co. 

Modine Mfg. Co 

Philco Corp 

Robbins & Myers, Inc. 

Servel, Inc. 

Trion, Inc 

Typhoon Air Conditioning 
Co., Inc 

Westinghouse Electric Corp 
B. F. Sturtevant Division 


York Corporation 
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“MNS ST HH ERE’'S A TYPE FACE FOR EVERYBODY = 


CASUAL . the Informal type 


This appealing new face is an artistic and practical combination 


No 9 OF A SERIES Types shown are 
ATF Dom Casual, Spartan Medium, Block 


and Medium Italic of strength, liveliness and color. Its compelling informality is so 
intriguing that you keep escorting it into every kind of society, 
leaving stuffy dowager types at home with their lorgnettes and 
their memories. A true inspiration in hand lettering versatility, 
Dom Casual has unusual affinity for other faces. Its acceptance 
has been immediate and unprecedented. Without investment in 
mats and machinery, buy what you need, in 18 to 60 pt., from 


stock in ATF Branches. There's a type face for everybody, and 


Dom Casual is for you. Print foundry type! 


svonches in Principal cies | G58) AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 
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Cooperative Market Research 


® The growing interest on the part of industrial 
advertisers in marketing research, involving study 
of both markets and advertising and sales pro- 
cedures, is reflected in the ambitious plans of the 
National Industrial Advertisers Association for 
the establishment of an affiliate to deal with this 
important activity 

This therefore seems to be an appropriate time 
to consider what can be done through cooperative 
effort, as a means of speeding up the gathering 
of factual information and reducing the cost of 
obtaining data to be used as the basis of conclu- 
sions regarding industrial advertising and market- 
ing policies 

The National Industrial Advertisers Association 
is unique in that its members represent manu- 
facturing plants in all fields of industry. This 
means that companies included in the member- 
ship sell to many other companies which are also 
members. Thus they are on the receiving as well 
as the sending end of advertising and sales efforts 
directed at building volume in industrial markets 

This being the case, the NIAA membership 
in itself, representing as it does a broad cross- 
section of American industry, has the facilities 
for research on advertising, sales, distribution 
purchasing practices, buying influences and all 
other problems related to the marketing of goods 
from industry to industry 

If the NIAA desired to do so, it could get more 
quickly than in any other way the answers to 
some of the pressing problems of industrial selling 
and advertising. For example, one of the projects 
suggested to the association at its 1951 conven- 
tion in New York was studying procedures in- 
volved in the use of direct mail advertising. Who 
opens the mail: who refers it to the proper de- 
partment or executive; is it routed to more than 
one person? These and related subjects, of great 
importance to industrial advertisers using this 
medium, were suggested for inclusion in an over- 
all study of how direct mail is handled by re- 
cipients 

Such a study could be conducted very easily 
quickly and accurately by having each active 
member, representing a manufacturing plant, get 
the information regarding procedures used in his 
own company, reporting the data in uniform style 
for compilation. The replies would be represen- 
tative, without question, and certainly even more 


accurate than the normal results of field surveys 


speaking 





“ 


since a strong flavor of common sense would be 
evident in the information supplied 

This is the only one of many research projects 
which could be caried out by NIAA through its 
own membership. Such a program would broad- 
en the areas for research, and because of its low 
cost, convenience and speed of handling would 
provide the field with a large volume of valuable 
information. Properly supervised and controlled, 
from the standpoint of the technical phases of the 
studies undertaken, this plan would add a new 
dimension’ to NIAA activities and member serv- 


ices 


How Non-Political Can You Get? 


s Every now and then someone objects to the 
discussion in the pages of business and industrial 
publications of subjects labeled “political.” Busi- 
ness editors are asked to stick to their vocational 
knitting, and to avoid presenting opinions or fac- 


,tual reports which lie beyond the immediate hori- 


zons of their trade and industrial fields. 
Unfortunately, government, which means poli- 
tics, makes most of the basic decisions which 
affect the operations of every business and in- 
dustry in the country. In times of emergency 
this is understandable; but it has been so long 
since there was no emergency, of war, mobiliza- 
tion, depression or recovery, that business men 
can be justified if they conclude that in the United 
States emergency is normal rather than unusual 
Furthermore, government controls of business, 
established to meet an emergency, tend to remain 
long after the emergency has passed. And the 
current thinking of many of the so-called intellec- 
tuals tends to reflect the world-wide trend toward 
socialism, statism and other philosophies which 
in theory at least are alien to traditional Amer- 
ican economic concepts 
Since all of these broad movements, in the fields 
of politics, economics and sociology, affect not only 
the current operations of business, but also its 
future opportunities, it seems to us that the busi- 
ness editor who lives up to his responsibilities 
can hardly fail to discuss subjects which might 
be called political. Yet a clear statement of the 
problems they present, offered without partisan 
bias or prejudice, should be helpful to the readers 
of almost every trade or industrial publication. 
Certainly such an editorial policy would add 
to the stature of business editors and strengthen 
the position of the business press 





Take a Sales Tip from these Men of Decision... 


cessful Saics 


have 


A good industrial sal suCce 
Tal of con unicatior bet en tft t ’ psv chology 
policy o Vis COMpany and j « fair rl \ rs of this ige of she 
that of ¢ t rood sale takes as great an onfidence 
explaining the needs « o When prey 
arit th sto t ony 1 " inalvze the 
, . ‘ organization presenting 

rnecad to apy proving « 

iting to 
mnt tot 
not ar 
then develo; 
Tom Curtin 
Vale & Town 


delphia Divis 


First and last, the salesman’s best contact is the P.A. 
— 38,500 of them read PURCHASING! 


ire closed with : : 
When you think of 


mers need. [The 


Industrial sales start with the cust 
The purchasing agent is the focal factor at 
ind decides selling...think of 
PURCHASING 


@ ow 


requirement 


the selection of supplier 
in must see to 


stages. He knows the 


critica 


both of these 
he is the man the salesn 


upon the source. First and last, 
initiate and to close the sale 

What is true of sales contacts applies equally to rdvertising Impact 
Lhat’s why vour best fi nedium for advertising 1s the publication read 
by industry's top P.A.’s, PURCHASING —a bask on any in 
PURCHASING, 


05 | t?nd Street, 


dustrial advertising schedule 


New York 17, N. ¥ 


land, Dallas, Atlanta, Los Angeles 


Ofhces in Chicago, Cleve 





copy chasers 
VV 


How to get impact 


to strike a buyer’s indifference 


IMPACT 


oe COPOINS FO TOWNS 8 BuR Kee 


TOUNG & RUEICAM UNC 


® YOU HAVE BEEN hearing quite a 
bit lately about “impact” in adver- 
tising 

Before much time passes you wil 
hear lots more 

Yet, “impact” is far from a new 


Thirty 


research 


years ago Curtis 
great Charles 
Coolidge Parlin, was exploring it 
At that time, he defined it like this 


subject 
pk nee! 


Now, along come Gallup-Robin- 
son whose Impact Advertising Panel 
has been doing some notable work 
for a number of major advertisers 
including G-E, Goodrich, Sun Oil, 
Firestone. Their method, according 
to Dr. Robinson, “. . tests mainly the 
readership of the ad and just how 
much of the sales message is assim- 
ilated by the reader.” 

Fair enough. But brash as The 
Copy Chasers may be at times, even 
we recognize that only research can 
measure this kind of “impact.” It 
can't be presumed upon even by 
wizards like ourselves 

Some time ago, however, we read 
another definition of “impact” in a 
Young & Rubicam house ad. Two 
definitions, in fact one Webster, 
one their own. Do you recall the 
Y&R ad where the colored fighter 
has just taken a smashing right to 
the side of the jaw? It says 


Now, there’s something we can 
talk about 
of advertising success 


There's the single secret 
“strikes 
suddenly against the reader's in- 
difference.” 

And despite the fact that the spe- 
cialized reader of a specialized mag- 
azine may appear to be closer to 
your product than the conventional 


anim feature 


OK 


as inserted 





reader of a consumer book, believe 
us, he is too busy, too realistic, too 
indifferent to do anything about 
reading your advertisement unless 
your advertisement makes him do it. 

And brother, are those business 
men indifferent! 

It’s all very well to say that in- 
dustrialists and engineers and plant 
managers and all the rest of them 
are interested in 

making money 
cutting costs 
speeding production 
saving materials 
improving quality 

But by this time the average busi- 
ness paper reader is far too sophis- 
ticated a gent to swoon at a head- 
line that says in great big letters: 


That, to most of the boys, is what 
is called a “bromide.” And yet, 
pick up any business paper and 
you'll see dozens of ads cut out of 


the same cheesecloth 





Recipe for Impact? . . The most 
obvious ingredients of impact fre- 
quently are physical elements 
color, bleed, pictures, space size and 
the like. This does not mean that 
these of themselves will create im- 
pact .. any more than just anybody 
dumping so much sugar and flour 
and eggs in a pan can bake a cake 
You still have to be a good cook. 


* Here’s a rather startling ex- 
ample of an advertiser going all out 
for impact, an unusual multiple 
space unit for Mesker Brothers in 
an architectural magazine. Starts 
on a left hand page (full page, color 
and bleed) followed by four two- 
third pages (color and bleed) on 
alternating right and left pages, end- 
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ing with a full page. Physically this 
is high advertising power, particu- 
larly when you note that the second 
color is bright yellow and it is used 
throughout in generous flat areas 
Then, too, the picture areas are 
large, in each case occupying half 
of the ad or more 

The first page is practically a pos- 
ter showing the outside wall of a 
building, a strong gothic headline 
The big difference in Steel Sash 
33 more strength!” and an inset 
of Mesker sash construction as seen 
through a magnifying glass The 
Mesker trademark and a slogan 
Today's most versatile walls!” com- 
pletes the page 

Facing it, a two-thirds unit, with 
another window wall illustration 
33 more strength” prominently 
displayed and a headline greater 


design freedom.” Short copy says 


That's easy reading benefit-laden 
ypy. Now let's turn the page and 
ead the two-thirds unit backing up 

this one Same basic layout, still 
plugging “33 more strength it is 


he adlined hurricane engineer- 


ng That means 


Okay, were with you, Meske 
Let's try another this one 


headed, “Solid construct 
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ESIGN treed" 























(jetting a distorted 


, 
ew ol thines : 


THE Me BEE 

















LOOK/ FOR SALES 
X, ( 


» in an Industry where 
Equipment Wears Out FAST 


Any foundryman can tell you (rather regret- 
fully) that conditions surrounding his operations 
mean short life for equipment. 


The handling of molten metal along 
with hot sand and castings cuts 
equipment life. 





The abrasive effect of sand 
accelerates wear of machinery and 
equipment. 





Jolt, vibrate, ram, tamp, tumble, 
shake-out— good foundry terms and 


they all spell wear and replacement. 





These factors, together with hard usage under 
today's multiple shift operation, make foundries the 
greatest replacement market, per plant, of any 
industrial classification. There are 5,867 foundries 
which, in an ordinary year, spend $1 Billion for all 
types of plant equipment and supplies. This pur- 
chasing power will increase substantially during 
1952 because 195] production is in excess of the 
1950 rate and is still climbing toward a new high. 


To reach this active market, depend on FOUNDRY’s 


blanket coverage of the foundries that have 96°) of 
the industry's melting capacity. With 45,000 readers 
of FOUNDRY in these plants, there is no other way to 
influence so many foundrymen in so many foundries. 


Helping You Sell To Foundrymen 


WHEREVER METALS 


Reaching every foundry employing over 50... and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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’ 
lasting 


Next unit is on 
satisfaction” and the final page slams 
the “strength” story home agair 
Everybody's answer to strong 
windows And certainly one ad- 
vertising mans answer to a strong- 
er advertisement strong enough 
Boost-of-the-Month 
Congratulations to TOM J. CONNELLY 
of Krup 
Louis, wh« 


Me SKe! 


ampaign. In addition to actual pub 


to win oul 


and ROBERT J. WOLTERING 
nick & Associates, St 
created and wrote entire 
pace, each ad was mailed 
16,500 architects and engi 


as an eight-page reprint 


More Ways to Skin Cats .. What's 
the opposite of Mesker’s approach 
How about one you're familiar with 
Statler Hotels Here's the cartoon 
continuity at its best, a technique 
Statler has used successfully for 
years. (Thank their stars they had 
enough sense not to change it.) 
Here's the light, low -pressure ap- 
striking 
reader's indifference 
Test Tube Tim 


a research man who decided t 


proach good-humoredly 
against the 


This one is about 


check up on the Statler for himsel 
to see if it was really as terrific as 
rumored In short, it was 
spades, in fact These 
readership ads 

Cartoon treatment in any 
tough going unless your touch 


sure Far more people miss with 


than make time One advertise 
that does a good job is the McBee 
Co usually because picture- 
headline-text are so well tied to- 
gethe Like “Getting a distorted 

ew of things? with a distorted 
desk, secretaries papers, ete Here's 


1 short sample of the pitch 








A Turquoise blue prin 
speaks for itself; 


Pi 


Hoor 


CTUROUDISE 


\ SAIS FENCES AMO EAS 
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1 here to the 
W Eagle Pencil 
Turquoise blue print 
If The jolt in the 
1 a cleverly worked out 
talking head out 
se blue print, to be sure 
for your own amaze 
other extreme Jump 
to fine art and litera- 
Container Corp. of 
V its fabulous series 
leas Western Man The 
looking at is Goethe on 
with a beautiful 


Leon Kelly. This is 


itroversial of all 
campaigns For the progressive 
prestige work it is contributing for 
both advertising and Containe: 
Corp., we praise it 
Jump now if you will over to 
shock Minne- 
sota Mining & Mfg. Co., for instance 
“World's 


tape? And who's trying to break 


picture treatment 


asking about strongest 


it in the picture? Strong boy Primo 
Carnera, of course. Or take the 
Tile Counc il of 


about “Tile is stainproof, 


talking 
with, ink 


splashing on a section of tile in the 


America 


picture. It's startling’ 
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Studies Show: 


A REPEATED ADVERTISEMENT IS SEEN AND READ 
BY AS MANY READERS AS IT ORIGINALLY ATTRACTED 


From the standpoint of visibility and 


readership—and certainly produc 


tion costs—it will pay you to repeat 
one of your good advertisements 
Thorough studies prove this. So does 
the fact that more and more adver 
tisers are adopting this practice 


Here are the results of one such study 


PROJECT: To determine the rela 
tive effectiveness of using identical 
advertising copy over and over again 
in different repeat patterns in the 
same publication 


PROCEDURE: Thirteen surveys, 
each averaging 220 completed field 
interviews among a total of 2,865 
readers of two leading business mag- 
azines. Rating figures were devel 


oped for all of the advertisements in 
each publication to determine their 
true observation and readership 


RESULT: 

GENERAL EFFECT OF 
REPEATING AN ADVERTISEMENT 
People who saw Readers who recall 


and read original previous insertion 


insertion ee 


- 


ORIGINAL Finst SECOND THIRD 
INSERTION REPEAT REPEAT REPEAT 











CONCLUSION: When an adver- 
tisement is repeated, it attracts as 
many “‘new’’ readers as it did when 
it originally appeared. 


Other evidence (and more informa- 
tion on the above study) are avail- 
able through our Research Depart- 
ment’s Laboratory of Advertising 
Performance. If you have questions 
regarding color, position, size of ad- 
vertisements, advertising effective- 
ness ... or want facts regarding busi- 
ness paper advertising, we may have 
the results of some specific study 
that will help you. Ask your McGraw- 
Hill man. 


INC. 


McGRAW-HILL PUBLISHING COMPANY, 


@ 330 WEST 42nd STREET, NEW YORK 18, N. Y. Oa) 





for 100,000 certified buyers of MATERIALS HANDLING EQuipmMENT 


1240 ONTARIO STREET + CLEVELAND 13, OHIO 
A division of industrial Publishing Compeny 
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AN IDEA created by industrial 


advertising managers and agency 


we ' 


men who had a problem... 
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THE PROBLEM of reaching and pene- 
trating at reasonable cost the vast 
industry-wide market for material 


handling equipment... 


ow... by using FLOW QUARTERLY [in 
addition to the basic monthly edition) — 
you can expand your sales by reaching the 
mass market for materials handling equip- 
ment — an estimated 100,000 plants, mills, 
factories — the country’s industrial and 
commercial backbone — which in aggre- 
gate buys gigantic amounts of materials 
handling equipment of every type and size. 


In addition to the 27,000 circulation of the 
basic Flow issue, this completely new tabloid 
size magazine will reach a list of plants hand 
picked by the nation’s leading distributors 
of materials handling equipment. These 
plants are not included in the category of 
‘large user’’ plants receiving the basic FLOW 
monthly issue .. . yet they are worthwhile 
sales prospects. This vast, untapped market 
of cerefully rated and authenticated plants is 
now available to advertisers in one single 
medium — the FLOW QUARTERLY. it will 
be issued in January, April, July and Octo- 
ber of every year. This new FLOW QUAR- 


nen aces 
=e 
..»+@ market consisting of an esti- 
mated 100,000 plants who buy the 
mass of material handling equipment 


of every size and type. 


TERLY list augments the basic FLOW list, gets 
in places not now reached by any materials 
handling influence. 


FLOW QUARTERLY is a roto-picture magazine 
slanted to the man who is not exclusively in 
‘materials handling” . . . but who buys his 
materials handling equipment when it is 
needed. FLOW QUARTERLY will keep ever- 
lastingly at the job of educating these men 
to be ‘materials handling conscious’’ — 
whatever their job may be, places adver- 
tisers’ messages in their hands just as 
they’re needed. 


Flow basic issue and FLOW QUARTERLY have 
their circulations tailored to fit the special 
merchandising needs of this market. They 
give you regular, low cost contact with a 
vast, untapped source of business . . . back 
up your sales message by making even the 
smaller plants ‘materials handling con- 
scious"’, eliminate the need for costly over- 
lapping schedules! 


*Write to see the picture presentation ‘‘What's The Big Idea?’’ 
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America’s 2nd largest industrial market 


offers you superb sales 
opportunities in 1952 


MODERN TEXTILE MANUFACTURING is big the market for equipment and supplies of a 
general industrial nature also is tremendous. 


Schedule regular monthly space in TEXTILE 
INDUSTRIES throughout 1952. The magazine voted 
most useful to the men in the mills will be most 
useful to you. 


business. 

It is second in number of production workers. 

It is first in number of major individual 
machines. 

It is first in number of electric motors. 

It is high among the leaders in total horse- 
power, in value of product and in value added 
by manufacture. 


With a wage scale that during the past ten years 
: é . , USE T. |. TO SELL ALL BRANCHES 
has risen two to three times faster than industry in 
; yen - ry OF THE TEXTILE MANUFACTURING INDUSTRY 
general, textile manufacturing’s driving need has 
been and still is greater production efficiency. Each month TEXTILE INDUSTRIES 
0S)? « — - covers important developments in opening, 
The 1 952 sales opportunity is not only great for etching, canting, eplaning, tutetien, wind 
specialized textile machinery and supplies... but ing, throwing, weaving, braiding, knitting, 
dyeing, bleaching and finishing of Wool, 
Cotton, Synthetics and Silk. T. I. is Amer- 
ica’s authoritative publication on textile 
mill management and production. 











REACH MORE BUYING POWER 
WITH T. 1."S EXCLUSIVE CIRCULATION PLAN 


In combination with its big net paid T. I 
provides “Directed Distribution” for reach- 
ing otherwise inaccessible, yet highly im- 
portant men. This exclusive circulation plan 
enables you to reach the greatest possible 
amount of textile mill buying power 


Textile Industries 


806 Peachtree Street, N. t., Atlanta 5, Ga. 





. » . because it serves the interest of 
railway management men in the products that help them 
reduce operating costs and increase profits. 





A substantial portion 
of RAILWAY AGE’s 
editorial content is 
devoted to discussions 
of improvements to BS ES PES 
service and facilities Annual Programming of Maintenance Work 
that invariably - 

involve new material 
and equipment. This 
typical article gives 
railway management 
men the details on how 
the D. L. & W. keeps 
their rail maintenance 
at a relatively low level with specific 
programs and mechanization. It 
describes the machinery used and 
gives samples of programs for use by 
other railroads. 














The headline on this ad in RAILWAY 
AGE immediately signals that this 
company is aware of the strong 

reader interest in product benefits and 
economies. The text and pictures 
quickly explain and exemplify How Tew Can Clown Track Showkder at 
their particular products’ advantages 500 Coes Den Coes ot tess Them 5% Coat Pen Seen 
to railway management men, thus 
completing the general picture 
that RAILWAY AGE’s editors 

have already given the readers 

















Railway management men pick RAILWAY AGE 8 to 1 
Advertisers pick RAILWAY AGE 2 to 1 
A 72°, increase in paid railway circulation 





Total 


1951 SURVEY RESULTS| ,..« 





Chairmen, Pres., etc 137 

Operating 345 

Traffic 316 209 

. Account., Fin., Legal 324 
Railway management Publ. Rel., Per. 12 W 
. Mech. & Elect. Officers 273 
os = Eng. and Maint. 326 260 
most helpful’’— Sig. and Commun. 118 92 

“does most for field” Pur. and Stores 68 58 
. 1.C.C. and AAR 4 4 

by 8 to 1 margin Stain 64 60 


TOTALS we 1,987 1,636 2 


men vote it 














RAILWAY AGE 82.4% ‘This total represents the number of respondents to the 
Modern Railroads 10.6% question: “Which publication contributes the most to the 
All others 13.6%  ‘cilway industry?” Some listed more than one publication 
ond these votes are credited to each publication Asa result, 
the percentage vote given necessarily exceeds 100%. 





Number of Poges 


— 
advertisers invest 
more in it than in any Railway Purchases & Stores oes 
other railway publicatio 
yP . Railway Mecha o| & Electrical Engineer 712 
Railwiiy Eb gineering & Maintenance 472 


Railway Signaling & Communications 327 


First 9 Months 1951 


RAILWAY AGE °° Susticanion 


SWALING AND COMMUNICATION 


RAILWAY ENGINEERING AND MAINTENANCE + RAILWAY MECHANICAL AN ECTRICAL ENGINEER + RAILWAY 
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COVERAGE 


For effective selling in your markets, 
~ American Aviation covers the im- 
portant, news-conscious men through 
the big four segments of our industry: 
airline, manufacturing, airport and 
governmert circles. 


Preferred by readers in independ- 
ent research surveys, American Avia- 
tion’s advertising volume is up 15.4% 
during the first 8 months of 1951 alone 
—a record of consistent advertising 
gains since 1948. 


merican 
viation 


Washington, D. C.MEMsEe 


, 
December 1951 / 79 
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PEOPLE Make the Big Difference 
in Advertising Effectiveness in 
These TWO Oil Industry Markets 


Yes, there's a big difference between the men employed 
in the producing and those in the refining operations of 
the gigantic oil industry. A man working in one division 
seldom qualifies by training or experience to transfer his 


employment or his interests to the other division. 


Recognizing this difference in the two separate divi 


sions of the petroleum industry makes the big difference 


‘ . 
in your advertising results. Markets are people. And ece for ait oil 
your sales message has greater impact when it appears in 7 
producing market 


the oil paper that is custom edited—for the particular oil 


industry market you sell more oil producing men pay to read World 


, Oil than any other oil paper 
Let us show you the difference in terms of people who f per 


do the buying and sper ifying in these two separate mar- 
kets. Ask to see our “Identification of Buying Power” 
lists on each market. By name, occupational title and 
company. these lists identify the men of buying authority 
in companies accounting for 98¢7 of all oil producing 
operations and close to the same percentage of re 


fining industry operations 


Regardless of whether you sell one market or both, it is 
important to know your advertising is reaching the right 
people—the men who can buy and specify. Let your 
nearest Gulf Publishing Co. representative show you the 


ictual names of your potential customers in each of these 


two, different, billion-dollar-a-vear markets ain field dite oil 
Inspect these separate lists. Then beam your oil pro refining market 


ducing industry advertising at buyers in World Oil 

alel ad l fi > > Dur 
your refining industry advertising at buvers in Petroleum On retnng men pay te read Petroleum 
Refiner than any other oil paper 


Refiner 


Specialized Oil Publications of 


THE GULF PUBLISHING COMPANY 


Whrld argest Ot Industry Publishers 


3301 Buffalo Drive Phone Linden 3141 Houston 6, Texas 





OFFICES AT 


For detailed information about either of these 
. ’ / NEW YORK, 250 Park Ave. (El Dorado 5-4014); CLEVE- 
bene — oe “ — —— . LAND, 1010 Euclid Ave. (Main 1-2550); CHICAGO, 332 
brochures: “The rid Oil Market for 1952” or $. Michigan Ave. (Wabash 2-9330); TULSA, Hunt Bidg. 
The 1952 Petroleum Refhner Marke (3-1844); and LOS ANGELES, W. W. Wilson Bidg. (Jef- 
ferson 1219). 
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* And in closing, an OK AS IN- 
SERTED to ROBERT FieRST, Cruttenden 
& Eger Advertising Agency, Chi- 
cago, who wrote the copy for this 
spread for Nox-Rust Chemical Corp 
20 feet 


nches of mud In 


Headed, “Rust preventior 


of flood 20 


informative news story style, well 


chosen words and plenty pictures, 
it tells how Nox-Rust helped meet 
the drastic emergency of the Kan- 
sas-Missouri flood. This is Tell-All 


at its dramatic, constructive best 
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TEXTILE 
ANNUAL 


WORLD'S 


Hundreds of advertisers and thousands of readers have 
flocked to this land-mark issue each year for over 

a century. It’s their old friend — “The Annual,; 
garded as an institution. It draws maximum imm 
reader interest plus long-time reference value. 


The editors are going all out for this issue to 

into dramatic charts, instructive pictures, a 

text vital information on the significant e s of the 
past year. Glimpses of things to come will Hefprepared 
by economists and textile engineers in gpsition to 


know. The issue will help the reader cope j gently 
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“AS USEFUL AS ANY MACHINE IN THE MILL” 


TEXTILE WORLD 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND ST., 


a 


— = 


REVIEW AND FOREGAST NUMBER 


EBRUARY, 1992 


with the business problems he has to face in 1952. Most 
readers are drawn again and again to this issue because 
it has proved so helpful in years past. 


To suppliers of needed products and services, we sug- 
gest special copy in commanding space in order to cash 
in to the fullest extent on the particular reader interes® 
and long life which this great issue of TEXTILE WorRLD 
will enjoy. 

Closing dates follow: for copy to be set, Jan. 5; for 
complete plates, Jan. 12. Let us have your space reser4 
vation NOW, with copy instructions later. 


V/5 01/42 Wor p 
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vA A. > he 1, A 
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NEW YORK 36, N. Y. 
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Ad volume keeps gaining! 


November figures up 10.6% 


° ° ® NoveMBER, 1951, advertising vol- 
17nTl business papers ume gained 10.6%, or 3,122 pages, 
over November, 1950. This is the 
llth consecutive monthly gain 
And consequently, the year-to- 
date increase is the highest in 1951 
with a 7.7% rise, or 24,271 pages, for 
the 262 business papers reporting to 
INDUSTRIAL MARKETING 
November volume 10.6 (in pages) over 1950 The score, by groups, follows 
156 industrial papers, up 2,380 
1951 1950 pagechange | % change pages in November, or 13.4%; up 
21,543 pages for the year, or 11.5° 
The seven product news publications 
gained 278 one-ninth page units, or 
12.1% for the month, with 3,048 
units, or 13% for the year 
54 trade papers gained 281 pages 
Grand total . last month, or 5%, but still face a 
loss on year-to-date figures 1,573 
pages, a drop of 2.4¢ 
Year-to-date volume 7.i n pages) over 1950 27 class publications are up 159 
pages for November, a gain of 5.8 
1950 page change °%e change up 1,113 pages for the year, or 4.1‘ 
18 export papers are up 24 pages 
or 1% for November, with 140, or 


1% more pages for the year 





Grand total 339.149 —ss«3:14.878 


pages 


Industrial group 1951 1980 Industrial group Industrial group 
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On a dance floor he may be out of place... but on the 
factory floor he’s the big factor. He prefers “X Brand” 
machine tools . . . the company BUYS “X Brand.” 


He and men like him read Modern Machine Shop . . . plant 

managers, works managers, master mechanics, superinten- 

dents, general foremen and others . . . the men who start 
the orders you want to see in your 
“In” basket. 


Tell and sell these production execu- 

tives through the pages of Modern 

) Machine Shop; 38,000 circula- 

»») tion; largest in the metal-working 

field. Put your money where your 

market is. For details on low rates 
and high returns write: 


MODERN MACHINE SHOP 


431 MAIN STREET * CINCINNATI 2, OHIO 


December i951 / es 








CAN SIT ON YOUR 


PROSPECT’S DESK 


And it is your salesman when it is carrying 
your advertising . . . contacting your pros- 
pect . . . arousing interest . . . creating prefer- 
ence for your company, your product, your 
services. 

We call Business Paper advertising 
“Mechanized Selling’’ because it applies 
the high speed, low-cost tools of advertis- 
ing to the preliminary steps which must be 
traveled along the way to a sale. It reduces 
the cost of personal selling by permitting 
your salesmen to concentrate more of their 


valuable time on the important part of the 


job which they—and they alone—are best 


equipped to handle. 


And if the product is in short supply 
today, consistent advertising in properly 
selected business magazines, will build and 
maintain product recognition—protect 
your markets for tomorrow. 


Ask your McGraw-Hill man for a copy 
of our 20-page booklet, “‘Mechanizing Your 
Sales With Business Paper Advertising.” 
Also about our sound-slide film on ‘‘Mech- 
anized Selling”’ which is available for show- 
ing at sales meetings. 


HOW “MECHANIZED SELLING” BUILDS PRODUCT RECOGNITION AND SALES 








AVERAGE NUMBER OF 
PAGES OF INDUSTRIAL - 
PRODUCT ADVERTISING 


AVERAGE PRODUCT 
RECOGNITION 
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(RANK OF MANUFACTURERS) (RANK OF MANUFACTURERS) 


Figures from recognition studies on 19 different industrial prod- 
ucts were compared with the advertising space used by each 
manufacturer from 1944 to 1948. The high degree of correlation 
between product recognition and advertising space used docu- 
ments the value of fechanized Selling.” 


McGRAW-HILL PUBLISHING COMPANY, 


330 WEST 42nd STREET, NEW YORK 18, N 


susi 


SHOVEL AND CRANE SALES 








INDUSTRY SALES — 29 Manufacturers COMPANY SALES 


** Mechanized Selling’ helped a shovel-crane manufacturer con- 
vertan 11.2% sales decrease (1949) to a 110%, increase over that 
year. Using 80°, of his budget for business paper ——— 
and reprints, the company sold more *s-yd. machines than all 
competitors combined 


INC. 
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Sour Best buy 
In the Industrial Field 


tor RESULIS 


‘All Over 1.969 When Selecting Sources of Supply 
ee THIS BOOK IS USED 


Whether it is because of its completeness, ease of handling, 
compactness, or whatever the reason for using Conover-Mast 
PurcHasinc Directory at the time of selecting sources of 
supply for equipment, parts, and materials, the fact that it 
is used is your assurance of getting results from advertising 
in this widest directory coverage of industrial buyers. Below 
are quotations from signed original letters. The file of 
thousands of such letters is open for inspection by anyone 
at any time in our New York office. 
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CONOVER-MAST 
PURCHASING 
DIRECTORY 


THOMAS 
REGISTER 


MacRAE'S 
BLUE BOOK 


Total Circulation 
17,896 
(CCA-) 

Dec. 1950 


Tete! Circulation 
20,165 
(ABC-) 

Dec. 1950 


Total Circulation 
24,818" 
(CCA-) 

Dec. 1950 











Each 
No circulation duplication between two consecutive editions. 


Almost Twice As Much 
MANUFACTURING CIRCULATION 
As Any Other Directory 


“Issued semiannually issue covers half the circulation 


Yes, and more manufacturing circulation with 
the Conover-Mast PurcuHasinc Drrectory than 
with the other two directories combined. That’s 


quite a bonus, especially since the circulation 


Automotive Parts Manufacturer. 

“Only directory used in our 

plant for some time.” 
Signed—Purchasing Agent 


Paper Manufacturer. “Answers 
our requirements better than 
any other.” 

Signed—Purchasing Agent 


Equipment Manufacturer. “Due 
to compactness and ‘easy to find’ 
characteristics, we prefer it to 
all others.” 

Signed—Purchasing Agent 


Railroad. “Invaluable. Its size 
recommends it. So many direc- 
tories are cumbersome. Yours is 
a quick reference volume.” 
Signed—Storekeeper 


Powder Company. “Kept within 
easy reach as we consult it on 
practically every new purchase.” 
Signed—Maintenance Engineer 


Power Plant Equipment Manu- 
facturer. “We use this directory 
exclusively for locating sources 
of all types of material and ma- 
chinery.” 

Signed—Industrial Engineer 


Cable Manufacturer. “Most used 
directory both in our office and 
in the factory.” 

Signed—Plant Engineer 


Automotive Parts Manufacturer. 

“This is the most used directory 

in the plant.” 
Signed—Production Engineer 


Manufacturer of Chemicals.“Our 
shortest cut for purchasing in- 
formation.” 

Signed—Plant Buyer 


Machine Manufacturer. “We use 
it in preference to any other.” 
Signed—V. P. & Pur. Agent 


The Conover-Mast Purcuasinc Directory is your best channel 
for the presentation of your sales story and product facts to the 
buyers and specifiers of equipment, parts, materials, and supplies 
needed in industry. 


is confined to the larger plants—those that do 


80% to 90% of the buying. 


Chicago +i, Ill, 737 North Michigan Ave 

New York 17, N. Y., 205 East 42nd St 

Cleveland 14, Ohio, 435 Leader Bidg 

Los Angeles 36, Calif., 5478 Wilshire Bivd 
Philadelphia, Pa., 333 Kent Rd., Bala-Cynwyd.... 
Birmingham, Mich., 1796 Graefield Ave 

Taunton, Mass., 9 Earl St 

Westport, Conn., Bay St 
Packonack Loke, N. J., 


Whitehall 4-6612 
Murray Hill 9-3250 
Cherry 1-7788 
Whitney 8055 

Welsh Valley 4-497! 

. .Midwest 4-8198 
Taunton 2-1987 
Westport 2-3106 
Mountain View 8-0255 


/s 


onover Mast 
PURCHASING 


DIRECTORY 


114 Beechwood Drive 
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epared to aid you 
SEND FOR YOUR COPIES 


Quick, easy to read facts about marketing through distributors 
are good reminders for those active in the field and a real help 
to those who are trying to reach the national market. They cover 
such problems as fixed sales expense, lack of market coverage, 
prompt shipping service, warehousing facilities, limited sales 
force, and many others most important to you. A copy is avail- 


able for you... write today 


The only magazine 


Industrial | =< 


industrial distributors 


Distribution | ~....... 





@ A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK @ 
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The following chang in busi paper 








specifications have been announced since 
the Market Data Book number of Industrial 
Marketing went to press. 


Building Supply News 


Constructioneer 


Excavating Engineer 


Meat Merchandising 


Water & Sewage Works 


New rate n 





LET PF DECALS put new life into your sales picture! Send 
today for the 16-page booklet, DECAL-WAYS TO SALES plus 
samples of PF decals. See the brilliant, true-color reproduction, 
ease of application! And remember, PF decals are tailormade ~ 


special decals can be designed for best service on your products, 


ecals 


brand your product, 
Sell in cost-free space! 


PALM, F 


art services, consultaions and estimates without obligation 


Address|Dept. 1M12,220 West 42 Street, New York 18, N. Y. 


CHIELER & C0. 


NEW YORK: E. LIVERPOOL, OHIO+ CHICAGO 


ecember i951 /a1 
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$15,600 will buy 52 pages in STEEL 


Keeping ahead of competition in the 
huge and expanding metalworking 
market demands a bigger sales and 
advertising job. 

For $15,600 you can hit metalworking 
every week through 1952 with a domi- 
nant full-page black-and-white adver- 
tisement in STEEL. Your advertising in 
STEEL is reaching the plants that do 
well over 90% of the hundred-billion 
dollar metalworking business. 


STEEL « A Penton Publication + Penton Bidg. « Cleveland 13, Ohio 


ssEeh 


a fg 
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STEEL not only gives you the greatest 
buying power coverage. It enters 
more U. S. metalworking plants than 
any other publication. And its weekly 
coverage of metalworking develop- 
ments commands highest readership 
among the management, production, 
engineering and purchasing group. 


Write, wire, or telephone and we will 
send further information promptly. 
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Chapter activities 
of the National Industrial 
Advertisers Association 





VY 


Putman hikes awards to $5,000 


Seven new cash prizes added 
in annual contest for proof 


of industrial ad results 


® CHICAGO Putman Publishing 
Co. will give ten cash awards total- 
ing $5,000 in the company’s fifth an- 
nual competition for the best docu- 
mentation of results from industrial 
advertising. 

The total was boosted from $2,000 
awarded in the previous competi- 
tion. Awards will be presented at 
the 30th annual conference of the 
National Industrial Advertisers As- 
sociation next June 29 to July 2 in 
Chicago. 

The first prize will continue to be 
$1,000 for the winning advertising 
manager. The award for his agency 
account executive has been raised 
from $500 to $700. The second place 
advertising manager will win $800, 
as compared with $500 last year. His 
agency, which formerly received a 
citation, will get $600. 

Seven new cash awards were 
added. In addition to the $600 sec- 
ond-place agency award, these are: 

Third place advertiser, $600; agen- 
cy, $400. Fourth place advertiser, 
$400; agency, $200. Fifth place ad- 
vertiser, $200; agency, $100. 

The competition requires the ad- 
vertiser or its agency to submit a 
presentation, not to exceed 18x24’, 
showing how one campaign got re- 
sults for the advertiser. Deadline is 
May 1. Entry blanks and instruc- 
tions may be obtained from Putman 
or from NIAA headquarters, 1776 
Broadway, New York 19. 

Entries will be judged under the 
supervision of the NIAA awards ad- 


Youngsters . . One of the two youngest 
chapter presidents of the National Indus 
trial Advertisers Association is 26-year-old 
Kenneth M. Rice (left), sales and advertis 
ing manager, Parelex Corp., and president 
of the Houston Industrial Advertisers Ass 
ciation. Also accenting youth are Secretary 
Douglas S. Craig, 31, Gulf Publishing Co 
29, whe 
President Rice 


(center) and Calvin L. Clausel, Jr 
heads his own agency 
turned 26 only this month. Other 26-year 
old president is R. E. Wells, Indianapolis 


Engraving Co., head of the Indiana chapter 





ministrative committee under the 
chairmanship of Robert C. Myers, 
assistant director of market devel- 
opment, U. S. Steel Co. 

Col. Russell L. Putman, president, 
Putman Publishing Co., said that 
expansion of the awards was aimed 
at “encouraging industrial advertis- 
ing men to fortify themselves fur- 
ther with facts to prove the value 
of industrial advertising to top man- 
agement.” 

The competition was started in 
1948 with awards totaling $1,000, a 
sum that was doubled in 1949. 


ECWs 


National headquarters * 1776 Broadway, New York 19, N. Y. 
John F. Apsey. Jr.. president 
Biaine G. Wiley. executive secretary 


New York NIAA conference 


clears $11,460 . . Chapple 


® NEW yYorK . . The annual confer- 
ence of the National Industrial Ad- 
vertisers Association in New York 
last June cleared $11,460 above ex- 
penses, Past President Bennett S. 
Chapple, Jr., announced in a special 
report on association activities in” 
1950-51. 

That was a record. The previous 
year’s conference in Los Angeles’ 
netted $7,000. 

In the report a separate statement, 
reflecting the changed dates of 
NIAA’s fiscal year, showed an op- 
erating deficit of $3,487 for the ten 
months ending June 30. Income 
from the annual conference, not in- 
cluded in this statement, wipes out” 
the deficit, leaving a working fund > 
for the year ahead. i 

Endorsing the change in start of 7 
the new fiscal year from Sept. 1 to’ 
July 1, Mr. Chapple, assistant vice- 7 
pres. of sales, U.S. Steel Co., said: 

“Under the former fiscal year 
plan, conference income could only 
be estimated and was wholly unre- © 
liable as a budgeting figure. As it 
stands now, conference profit will be 
a known figure in budgeting for the 
year ahead, income and expenses 
being calculated in the first month 
of the new fiscal year. Henceforth, 
our budgets will be based more 
nearly on known facts than on esti- 
mates.” 

Against expenses of $54,770 for 
the conference, income was $66,233, 
including $52,769 from registration 
fees, $9,300 from publishers listed 
in the program and $4,164 in entry 
fees for the annual panel exhibit ad 
competition. 

Mr. Chapple reported an increase 
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of 57 members bringing national 
membership to 3,598. Since the re- 
port, addition of the new Hamilton, 
Ontario, chapter brings the chapter 
total to 34 

We have only scratched the sur- 
face membership-wise,’ Mr. Chapple 
“Reliable 
a potential membership of more than 
10,000 persons for NIAA.’ 

Other highlights of the report 

More than 900 inquiries have been 
booklets offered ir 
NIAA's ads aimed at top 
management in the Wall Street 
Ads by 20 chapters have 


said estimates indicate 


received for 


series ol 


Jou rnal 
aimed at sell- 


industrial ad- 


run in the campaign 
ing management on 
vertising Eventually 36 ads will 
run 

Membership was increased by 16 
chapters and decreased by 14 chap 


ters while three remained level 


Philadelphia led the 


new members 


field with 37 


The advertising budget committee 


will make its next over-all budget 


study in 1952 


More than 61% . 


Chicago chapter's ad book 
wins merit award for design 


® CHICAGO A book about indus- 
trial advertising published by the 
Chicago Industrial Advertisers As- 
sociation has won the merit award 
for design of a complete unit at the 
19th annual Art Directors’ Show 
The booklet, titled “Industrial Ad- 
How to Prepare for your 
also won the McGraw-Hill 
project 


vertising 
Career 


award for the best chapter 


How industrial advertising 


at the annual NIAA conference last 
summer in New York. Dan Smith, 
consultant artist, designed the book 
which has been distributed by the 
thousands to advertising and mar- 
keting classes in high schools, junior 
colleges and universities throughout 


the country 


President Jack Apsey 


pai 


This is the 


histories collected by the committee 


the NIAA 


advertising effectiveness of 


By Gene Wedereit 


® in 1949-50, Girdler Corp. sched- 
led 


certain 


13 full-page ads a year in a 
The 


schedule was shared by the Votator 


business publication 
division and the gas processes divi- 
Each Votator ad featured the 
product of a customer well-known 
to the public. For examp'e Blue 
Bonnet Margarine, Durkee s Short- 
ening and Minute Maid concentrated 


sion 


orange juice 


The gas division ads 


proc esses 
names of important 


Ar- 


purpose 


featured the 
Goodrich, 
The 


of this copy was, through name as- 


customers such as 


mour and Celanese 


sociation, to link our products and 
services to names familiar in indus- 
management men read- 
would be- 
Girdle 


Corp. name through association with 


try so that 


ing the business paper 


come familiar with the 


better-known names 


Here’s an example of how it 


worked 


sixth in a new series of case 


on 


Two Girdle from 


the divisions, which were cooperat- 


top executives 


ing on a job in the vegetable oil 


industry, called on a _ prospective 


customer. During the conversation 
the customer, a_ vice-president 
pulled from his desk one of our ads 


At- 


com- 


torn from the business pape 


tached was a note from his 


pany president, asking the vice- 
president to find out from us when 
the customer's product was going to 


The 


big consumer ad- 


be featured in one of our ads 


customer was a 
vertiser so we were, of course, most 
happy to see to it that its product 
was featured soon and to let him 
know in advance 


The 


tising has proved itself in several 


effectiveness of this adver- 


ways. First, it provided unqualified 
and unsolicited proof that our ad- 
vertising was being read by top 
executives in an industry we wanted 
to reach. Second, it provided proof 
that our copy appeal was interest- 
ing to our prospects even if the mo- 
tive was selfish. Finally, proof of 
the effectiveness of the schedule in 
this the at- 


tention of 


paper was brought to 


our two top executives 


without any planning by 


those of us in the advertising de- 


special 


partment 








OF INDUSTRIAL AMERICA 








DON’T MISS N.I.A. A's. 

"Fighting Fifties- 
War or Peace” 
CONFERENCE 


CHICAGO Plan Ylow Jo Attend NIAA's 
June 29 - July 2, 1952 Biggest and Bost Conference 


ention will be built With the momentum, impetus, and interest of the past 29 Annual NIAA 
trial advertising and Conferences and the increasing impact of industrial advertising and marketing, 
risis ither as 4 the 30th Annual Conference of NIAA to be held June 29-July 2, 1952, 1s 
bound to be the biggest and best 
Being held in Chicago, at the Nation's Crossroads, and in the heart of 
Industrial America, this conference will be easily accessible to everybody 
Many of America’s “Centers” are around the City of Chicago The 
Economic Center of the United States.” Chicago itself is noted as the trans 
portation center of the country and this is one of the reasons our attendance 
ill be record-breaking 
The 30th Annual Conference in Chicago is going to be a workshop and 
shirt-sleeve affair with speakers, panels and luncheons definitely planned to 
help industrial advertising and sales executives do a bigger and better job 
in the increasing challenge that faces then It is going to be a spirited con 
ference built around the theme “Fighting Fifties War or Peace 
The conference will be held in the Palmer House Hotel located right in 
the heart of Chicago's Loop 


Plan now to attend Make your reservations early! 


NIAA’s 30th annual conference 


in the Palmer House 
in Chicago's Loop 





Says color use in advertising 
is easier than you think 


® TORONTO An “infallible rule 


for recognizing a good color com- 
bination in printing was offered by 


President C R 


Canada Printing Ink Co. at a meet 


Conquergood of 
ing of the Industrial Advertisers As 
sociation of Ontario 

A good color cor ibination is one 
that you like he said That's ar 
infallible rule of colo I know of 
no other 

Emphasizing that advertise! will 
have an easier time with color in 
business papers in the future, he 
cited a new booklet Recommended 
Standard Second Colors for Busi 


ness Publications cont ne five 


colors which business papers plan 
to adopt as standard, effective Jan 
l 

The colors chosen from 
among 692 samples submitted by 
229 business publications. The book- 


let was prepared and distributed by 


were 


the American Association of Adver- 
tising Agencies in cooperation with 
Publications 
and National Business Publications 


Associated Business 


Memos on sales policy are 
vital to ad manager . . Cooper 


® NEWARK, N. J Memos on policy 
should be sent regularly from the 
sales manager to the advertising 
manager to keep a powerful, smooth- 
y-operating marketing team, Presi- 
dent Harry Cooper of Cooper Alloy 
Foundry Co., Hillside, N. J., told the 


Industrial Marketers of New Jersey 

“Sales managers need to reduce to 
writing their basic policies and plans 
for getting specific business results 
he asserted. “These written memos 
should be given to management and 
to the advertising department so the 
latter may gear its operations to jibe 
with sales plans and so it can con- 
centrate advertising on the right 
products in the right markets at the 
right time.’ 

Conceding that the advertising 
manager needs teamwork from the 
sales manager, he said that he and 
most sales managers believed that 


“the sales staff has to carry the ball.” 


A photo album .. 
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iy We have a reading public tor 


our advertising that is larger than 
I wish it were,” Paul Ryan, sales 
manager, metal furniture division, 
Van Dorn Iron Works Co., Cleve- 
land, told the Industrial Advertisers 
Division of the Cleveland Advertis- 
ing Club 

Our name on things we build is 
read daily for weeks or months 
sometimes years, and often for a 
lifetime,” he continued. “We have 
a place where we can get our ad- 
vertising over and people can’t get 
away from it 

Sixty-five per cent of the jails 
built in this country are built by 
us, and we put a name plate over 
every door That is advertising 
When 


come to us and say they don’t re- 


with a vengeance people 


member Van Dorn very well, we 
say, ‘We have a line on you. You 
haven't spent much time in jail.’” 

advertisers 


® In 1927, industrial 


budgeted 3 of each sales dollar 


bl 


for advertising. Highest appropria- 
tion in INDUSTRIAL MARKETING’s sur- 
vey of 70 industrial companies was 
8 lowest was less than 1 
(Surveys made since 1927 showed 
these average percentages: 1934-38, 
2.49%; 1941-44, 19°; 1946, 1.9° 
1949, 2.04 ) 


® The objective of industrial ad- 
vertising is to convince, convert o1 
change the state of mind of the cus- 
tomer in favor of the articles o1 
services advertised, said J. C. Mc- 
Quiston, director of publicity, West- 
inghouse Electric & Mfg. Co., East 
Pittsburgh, Pa., 
Industrial Advertisers Division of 
the Cleveland Advertising Club 
When we write copy, Mr. Mc- 
Quiston declared, we should re- 


at a meeting of the 


member that each ad must be a 


condensed written sales message 
Copy must be born of knowledge 
and enthusiasm. Good selling copy 
is not “desk written, but born in the 


mine and the mill.” 





Construction progress and your Sales 


revolve around the CIVIL ENGINEER! 





In all the engineered construction markets, the 
Civil Engineer is the mainspring and the final 
authority. He is responsible for the original plans. 
Then, in his supervisory capacity, he directs the 
selection of, and approves the purchase orders 
for, equipment, materials and services. He wields 
even greater purchasing authority as owner or 
key executive of contractor organizations. 


Whatever his title or function, the Civil Engineer 
is the man you want to sell ... and the only pub- 


UNIQUE OPPORTUNITY 
THAT COMES ONLY ONCE 
IN 100 YEARS 


By making 1952 a CIVIL ENGI- 
NEERING year, you have an unusual 
opportunity to dramatize your com- 
pany’s contribution to construction 
progress. Next year, CIVIL ENGI- 
NEERING will help the American 
Society of Civil Engineers observe its 
first ( entennial. Plan particularly for 
the "A Century of Engineering Prog- 
ress” istue in September, 1952. Write 
for full information. 


lication that enables you to put your product facts 
before 32,000 Civil Engineers is CIVIL ENGI- 
NEERING, published by the American Society 
of Civil Engineers. 


Proof of CIVIL ENGINEERING'S high reader 
interest is evidenced by the 30,000 inquiries re- 
sulting from one issue alone. You can keep Civil 
Engineers thinking in terms of your equipment 
and materials by telling them “How and Why” 
in CIVIL ENGINEERING. 


a CIVIL \) @ 
“at ENGINEERING 


’ The Magazine of Engineered Construction 
Published by 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 
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CECO WINDOWS 
at howe - 


Cover story 


Research shows importance of 
home market for Ceco windows 


® MARKETING RESEARCH pointed the 


way for the current advertising 


campaign of Ceco Steel Products 
Chicago 


steel casements (windows), and re- 


Corp manufacturers of 
lated products 

Early in 1950, an analysis of the 
company’s sales problems indicated 
that there was an excellent oppor- 


tunity for growth in the field of 


metal windows for homes. Research 
showed that only 25% of the homes 
being built today use metal win- 
This meant that there was a 
rich potential market for metal win- 


dows 


dows inasmuch as three out of every 

four houses being built used another 

type of window construction 
Obviously, the market would not 


be sold 100 and naturally Ceco 





wouldn't get all the business but 
it represented a healthy potential 
Compared with industrial windows, 
the home market offered a much 
greater field for expansion because 
research revealed that 90% of all 
new factory buildings use metal 
windows. 

With these facts at hand, the de- 
cision to cultivate the market for 
metal windows in homes was not a 
hard one to make, according to Don 
Poor, Ceco’s advertising manager 

In 1950, the company intensified 
its campaign by increasing space in 
business papers, going to 12 double- 
page, two color, bleed spreads in 
both Practical Builder and Ameri- 
can Builder 
man and Building Supply 
Ceco aimed at dealers, using 19 
pages in each publication and step- 


In American Lumber- 
News, 


ping up space in the catalog issues 
of both from two to six pages 

In addition, full page space was 
scheduled in nine regional dealer 
publications Hoosier Board & 
Brick, Illinois Building News, Inde- 
pendent Retail Lumber Dealers As- 
sociation News, lowa Lumber & 
Building Material Dealer, Lumber 
Merchant, Mississippi Valley Lum- 
berman, Northwest Lumber & 
Building Material Dealer and Snips 

Both single and double page ads 
use large photographs supported by 
breezy, but factual copy such as 
“Nature splashes color 
dazzling scenes. And they are truly 
enjoyed through Ceco picture win- 
dows of steel because more view 


pamts 


gets in. Slender frames and mun- 
tins do the trick 

‘So bring the window 
land to the homes you build 


wonder- 
There 
are other reasons you'll want 
these better-than-ever 
They are engineered to assure the 


windows 


they're ex- 
1/16” 


tightest weatherseal 
tra strong with sections 1 
deep.” 

Ads were couponed, offered a 16- 
page booklet, “New Beauty in Steel 
Casements.” 

To back up and support dealers, 
consumer publications were used 
Initial efforts to sell consumer audi- 
ences on metal windows for homes 
were by couponed ads in Better 
Homes & Gardens, also offering the 
booklet, “New Beauty in Steel Case- 
ments.” 

Coupon response in 1950 from 


inued on page 102 





What Radio-Electronic Engineers Read! 


PRE-SPECIFICATION SELLING IS THE KEY TO THE 
ELECTRONIC MARKET — — AN ENGINEERING JOURNAL 


23,265 
A 


Research and Engineering in print — 
has been the vital job of “Proceedings of the I.R.E” in its 
service to its members and to industry since 1913. 

Published by The Institute of Radio Engineers so that 
the knowledge of technical radio in all its branches might 
be shared and spread world-wide, this journal ranks first in 
accuracy, authority, and volume of material published. In 
1950 it printed 1480 pages of technical data, the word-count 
equivalent of five 600 page textbooks. This is the way that 
the engineer keeps up-to-the-minute in his professional 
knowledge of a rapidly expanding science. 

“Proceedings” articles cover twenty-two fields of appli- 
cation of the radio tube, but IRE is truly an “Institute of 
Related Electronics” serving engineers from Broadcasting 
to Nucleonics, from Television to Industrial Electronics. 


* 


Covering a “Key Man" audience — 
is the marketing function of “Proceedings of the I.R.E” 
Strict membership requirements, and an annual invest- 
ment of from $10. to $15. per member serves to cut out the 
keep the reader controlled to 
the kind learn, are 
qualified by education and experience to rate as 
The $18.00. Total net paid in- 
cluding ABC, giving “key-man 


uninterested and audience 


active engineers who read to and 
“ 


engineers”. 
non-member subscription is 
20,420 


members is 23,265 


coverage” in 5000+ firms 
Only 
buying in a technical industry 


sold, and he can be reached through his engineering journal, 


for 


who must be 


engineer can qualify to “set-the-specs” 


This is the man 


the 


economically and effectively 


A 


Advertisers have found it pays — 

to tell their story to the engineer, if they would sell this 
industry diferent of 
the I.R.E” in 1950. They used 869 pages, and invested over 
$209,000, an all-time high, to tell their stories. 
been good, fully in keeping with the quality of the publica- 


276 used “Proceedings 


advertisers 
Results have 


tion and its unequalled audience. 


- 


IS THE AVENUE TO SUCH SALES. 


By Engineers — for Engineers — 

is the secret to the power and influence of this oldest, yet 
ever youngest of journals. Its articles are literally years 
ahead of manufacture, in research; and as practical as the 
engineer, in application. 298 different authors, most of them 
members of the IRE contributed 272 articles or features in 
1950, covering some 491 engineering topics. Written strictly 
for engineers, by engineers, and screened by editorial boards 
of engineers, these articles are authentic, and immensely 


valuable. 


Extra Reader Services — “Standards” shown above 
beyond the valuable research and engineering application 
articles, add to the value of this magazine. The member is 
deeply interested in “Institute News and Notes” and the 
stories of fellow members in “IRE People”. He uses the 
“Abstracts and References” to watch out for papers on his 
specialty in other books and periodicals which are checked 
“Product News” and “Industrial 
news coverage. 


basis. 
broaden the 


A 


on a world-wide 


Engineering Notes” 


Proceedings of the LR.E 


The Institute of Radio Engineers, Inc. 


New Y 


Advert 


ng Dept 


303 West 42nd St. rk 18, N.Y 
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Dearborn gets ideas 





To- 
chief 


and 


representatives to the meeting 


tal guest attendance was 34 


engineers, maintenance men, 
similar executives who are our pros- 
pects. The two companies not ap- 
pearing were prevented by severe 
snow 

The group represented manufac- 
turing hospitals, city and 
the 23 


Dearborn 


plants, 


state institutions. Of com- 


panies, only nine were 
The others were purely 
prospects. The meeting was held 
in a hotel in Traverse City, Mich 


where the guests traveled as far as 


customers 


370 miles from directions at 


their 


many 
own or their employers 


expense 


The 
was 
fol- 


Program Inexpensive . . 


four-hour afternoon program 


preceded by a luncheon and 


lowed by dinner and entertainment 
There talks by 
engineers and a discussion period 


Beyond 


dinner 


were five Dearborn 
travel and luncheon- 
the 


volved no spec ial cost to the com- 


time 
expense conference in- 
pany Charts, slides and displays 
already available were used 


The 


men 


engineers and maintenance 
and 

the 
And by invitation, the pow- 


the 


listened intently partici- 


pated wholeheartedly in forum 
pe riod 
er plant trade press covered 
conference 

No direct selling of any kind was 
But after the 
three prospects asked salesman Mor- 
call for further 


discussion of their own plant needs 


attempted meeting, 


an to make an early 


It is, of course, impossible to eval- 


ate results so quickly, and it may 
be several years before the complete 
benefits of the conference are real- 
But we think we 
covered a new sales tool 

We have learned that the techni- 
whom 


ized have dis- 


cal men upon our salesmen 
call are eager enough for practical 
will 


information that they give at 


least a full day’s time and will 
travel 
first-hand facts from experts, even 
though Our 
customers and prospective custom- 
ers the opportunity for 
hours of shop talk with other men 
And 


hundreds of miles to get 
company -sponsored 
welcome 


engaged in their profession 


Which ad 


attracted 


Below is 
the answer 
to the problem 


on page 58 


more readers? 


® THE LONG HEADLINE attracted more 
readers. So did the ad as a whole 

On the short-vs.-long headline 
question (in business paper adver- 
tising), veteran copy experts have 
asserted that length should be de- 
termined by how many words it 
takes to tell an important message 
Good short headlines usually outpull 
good long headlines. But long head- 
lines that say something will outpull 
short headlines that don’t 

The one word, “Viscosity,” may be 
important to Power readers but it 
wasn't as important, apparently, as 


what the long headline said. It at- 


Seen 


Noted Assoc. 


Ad with Long Head 


tracted 22% of readers, compared 
with 16% for the short head 

Other factors that may 
helped the high-scoring ad was that 
the copy was changed to push one 
lubricant for turbines instead 
of many as in the other ad. Also, 
the illustration was changed to in- 


have 


clude a power installation a tur- 
bine 

Biggest gains in scores, after these 
changes, were in the Read Most and 
Seen-Associated classifications 


The scores, as reported by Daniel 
Starch & Staff, New York 


Ad with Short Head 


Seen. 
Assoc. 


Read 
Most 


Read 


Most Noted 








Seen-Associated denotes the per 


tf readers who said they remembered 


_ 


eeing the 


und associated it with the 


ame of the product or advertiser 


© tid te ets oe we 





re readers 

1@, par being 

the median average 
above 


Dove LULU 


is below average 


the added incentive of an inspection 
tour through a new power plant 
undoubtedly increased the attend- 


ance 


Rounded Promotion . . The only 
giveaway at the conference was a 
photograph of each guest, taken at 
the time of registration and distrib- 
uted in a photo folder at the eve- 


ning dinner. Additional prints were 
made of all the pictures and dis- 
patched at once with an appropriate 
news release to the hometown paper 
of each guest. After the meeting, 
a letter of thanks was sent to every- 
one who attended. 

At the very least, we have earned 
a tremendous amount of goodwill 
for Dearborn Chemical Co. 





does your 


advertising 


wander around 
in circles? 


There are 3,072 counties marked out on the map 
of the United States. [f your arches are strong, and your sales pocketbook fat... you can travel all 
over them. But why in the world would you want to? 
Why would you want to when the busy industrial counties concentrated within a 500-mile 
radius of New York City have more than half of all U.S. manufacturing (measured by value added 
in processing)... half of all plants ...60% of all the executives listed in Poor's? 


These are the men who read The New York Times, daily and Sunday. And one section of the 
Sunday Times holds particular appeal for the busiest of them. Yes, maybe you do read it yourself... 


the moscomprehensive and objective news review published anywhere, the REVIEW OF THE WEEK 


Here, for busy people wanting to catch up, is a quick, factual summary of the week's news 

not just a rewrite of what's been reported, but a fresh, lively summary that draws on the resources 
of the biggest-of-all newspaper staff of reporters and correspondents strategically posted 
throughout the world. Here is the background of the news that helps you understand its meaning, 
unbiased, expert interpretation that helps you place this week's news in proper perspective 

Only a newspaper like The New York Times could produce such a news review. It has the tightest 
closing of all newsweeklies, hardly a blind spot between reporter and reader ... to bed 6 PM 
Saturday, on America’s doorstep 6 AM Sunday. The review or THE WEEK is “fresh as the front 
page’ of America’s busiest new spaper 

Packed with the prestige of The New York Times, powered with the activating force of 
1,100,000 circulation among America’s most influential men and women compacted into the 
industrial powcrhouse that means most business for most companies, the REVIEW OF THE WEEK 


is well worth looking into right now. Ask your advertising agency...or ask us 


Review of the Week «oo tes. un 


the newsreview you get 
every Sunday exclusively with The New York Times 





Cover story: Ceco 





both business papers and consumer 
publications was up 500% over 1949 
In 1951, Time was added to the 
schedule 
Stripfilms, 


movies and manuals 


were an important phase of the 
company 's promotion How to ad- 
just steel casements,”’ a 20-minute 
color also prepared in 


the form of a 16-page manual 


stripfilm 


was designed to instruct five differ- 
ent audiences on proper techniques 
»f installation and adjustment. Its 
message was slanted to (1) Ceco’s 
own salesmen, (2) dealers, (3) con- 
tractors and builders, (4) 


show audiences, and (5) the home 


trade 
owner 
The home owner group was in- 
cluded on the basis of a 1949 study 
conducted by Better Homes & Gar- 
dens, which revealed that more than 
one out of five new homes, built for 
were actually 
himself. The 
same study also indicated that from 
35 to 40 


served as their own contractors, let- 


owner occupancy 


built by the owner 
of new home owners had 


ting several individual contracts for 
plumbing, wiring, etc 

A second film, a 20-minute movie 
directed to the same audience with 
the exception of the home owner 
group, dealt with the actual manu- 
facture of steel casements 

With an eye on rising production 
costs, the company struck on a novel 
low cost way of getting unusual ef- 
fects in the photographs required for 
the ads. Using the services of its 
own photographic department, the 
advertising department arranged for 
installation shots in typical homes 
Shots 


were taken from inside the home 


using Ceco steel casements 


picking up the view seen through 
the windows 

But instead of using the actnal 
view, which in many cases was not 
too interesting, stock photos show- 
ing unusually beautiful scenic views 
were purchased then a composite 
was made by removing the view 
appearing on the original shot, and 
replacing it with the new scenic 
view. The cost was extremely low 

$10 for each stock shot, plus the 
cost of making the composite 


Pointing to results, Charles O 


108 / in dustrial Marketing 


Puffer, vice-president of the com- 
pany'’s advertising agency, Casler, 
Hempstead & Hanford, Chicago, said 
that 1950 was the biggest year sales- 
wise in the history of the company 
The campaign also won the Chicago 
Federated Advertising Club’s first 
place award for the best advertising 
of industrial products in 1950 


Trends 





tion of bottles and jars for food and 
non-food lines is likely to continue 
demonstrating record or near-rec- 
ord highs during the coming six 
months 

The defense regime offered both 
the market for more glass contain- 
ers and the means whereby sub- 
stantially the same number of plants 
could turn out more production 
This latter device is the “freeze” on 
new (private) molds and was or- 
dered by the National Production 
Authority in March, through its or- 
der M-51. A standardization pro- 
gram is now in the voluntary stage 
and could be made mandatory 

Raw materials for glass contain- 
ers (chiefly sand and soda ash) are 
now in good supply and are not 
subject to any direct production 
controls. This condition is expected 
to continue during the coming half- 
year 

Should standard containers be re- 
quired food men will find about 
half of the 42 designs already pub- 
lished by NPA, as guides to future 
voluntary planning, are suitable for 
food products. Included are prac- 
tically all the traditional types for 
most food lines and several com- 
monly used sizes in each design 

Although there are more controls 
on closures than on glass NPA is 
committed to a policy of “a closure 
for every bottle.” Plastics and alu- 
minum bear most watching in the 
closure field 

Currently, order M-26 specifies 
varying weight of tin coatings on 
tin-plate caps, imposes quotas on 
aluminum caps and calls for a 75- 
day inventory on all metal closures 

Barring all-out war the present 
status of glass containers and clo- 
sures is likely to continue since the 
tin containers order (M-25) gives 
most food men either unlimited or 


100% of their base period requize- 
ments. This will prevent any seri- 
ous new demands on glass from dis- 
rupting present production sched- 
ules. Whatever controls the future 
holds, it is a safe bet that foods, es- 
pecially processed packs, will, as 
they did in World War II, have a 
priority call on available glass con- 
FELIX F. EBER- 
Packer, New 


tainer production 


HART, editor, Glass 


York 


Metal Containers . . Several hun- 
dred foods are normally packed in 
tin cans, including fruits, vegetables, 
marine products, and meats. Each 
year an abundant variety is avail- 
able in tin cans. This will be the 
case in 1952. 

The United States, which has been 
racing to build stockpiles of tin for 
several years, has discontinued that 
practice. It is sick of being gouged 
Right now it looks as though there'd 
be plenty of tin for coating the steel 
cans that our mills make so effi- 
ciently 

For 60 years, since the canning in- 
dustry started becoming an indus- 
try, research has dominated the 
business of processing foods packed 
Men work slowly. They 
get tired. Their work varies. So 
each year there is more reliance on 


in tin cans 


machinery 

Canners find that new tempera- 
tures, shorter 
and the better cleaning or prepara- 
tion of raw materials help them at- 
Vastly im- 


cooking processes, 


tain improved results 
portant today is the matter of in- 
strumentation in plants; 
ingenious instruments and gauges 
watch the progress of the pack now- 
adays, watch and act when time for 


canning 


a machine to start or stop 

No one can be sure now or a 
month from now as to the size or 
character of the crops that the 
spring of 1952 will start producing 
Canners know that crop failures 
seem almost to have disappeared 
They don't know what the effect of 
the actions of men and events and 
geography on supplies of metals, 
raw products and supplies of man- 
Look for 
improved quality of canned foods 
in 1952, for ample supplies and for 
an abandonment of price ceilings 
DANA HUBBARD, editor, The Canner, 
Chicago 


power will always be 








The nation’s top industrial specifiers and 
buyers for only $125 ..... How come? 











Like to Fish? It Pays Here's how Industrial Equipment News can give you this tremendous 





value 


acn 


information-packed page in IEN is broken up into standard 
one-ninth page units for advertisements, placed next to editorial 


s of new and improved products for industry 


In this way the need for purely attention-getting display is elim- 


inated, and there is plenty of space for information-packed messages 


each in a standard space unit 


What makes this of special value is that production men and engi 


neers search IEN for product information they currently need or that 


. 


they can adapt to their use 


Your advertisement is seen in the right place (where specifiers look) 


—_ ‘ at the right time (when they are seeking information) by the 
tpPPue 


eee ee right people the men who specify and buy industrial equipment 
t of expansion so low 
W 


That 


parts, materials. It’s a case of buyers looking for products instead of 


‘ . ak = products looking for buyers. 


Imost non-existent 
T 


For complete details, send for the Media Data Reference File folder 


h containing The IEN Plan, NIAA Report, CCA Statement, Rate Card, and 
you have a product with unusua 
oh a It t hav other information about industry's original product information service 
t e new rs 
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News 


of industrial sales and advertising 


Steel company boosts sales staff 


Warehouser foresees return 
te selling as defense needs 


level; new training begun 


® CLEVELAND In an unusual move 
toward a more aggressive sales pol- 
icy in the teeth of the steel shortage 
United States Steel Supply Co. has 
increased its sales staff and has 
added two new sales training 
courses, President Leslie B. Worth- 
ington has announced 

Addressing the Sales Executive 
Club of Cleveland, Mr. Worthington 
said that the move was prompted by 
two factors 


l. The time wil 


supply exceeds demand 


come when steel 
and that 
may be “when we are least expect- 
rusty sales staff is a bad 
one It must remain on its toes 
regardless of the market situation 


Declining to hazard a guess on 


when “the time” will come, Mr 
Worthington 
expanded capacity may change the 
Observing that ingot capac- 
since 1945 and that 
annual per capita consumption also 
substantially to 1,034 


nevertheless said that 


future 


ity has risen 23° 


has_ risen 
pounds, he said 

It is estimated that in 1953 pro- 
available for 


duction will make 


consumption approximately 1,106 
pounds per capita an amount far 
exceeding that which we have ever 
known before. If we assume that 
the defense program will eventually 
end, or at least level off, we are go- 
ing to be left with a tremendous lot 
of steel to sell.” 

U. S. Steel Supply Co., a U. S 
Steel subsidiary with headquarters 
in Chicago, has 14 warehouses in 
many parts of the country selling 
less-than-carload lots of steel to fill 
the special wants of big customers 


and the ordinary wants of small cus- 


NEP starts service campaign 
in member business papers 


® cnicaco . . “Progress-for-people,” 
a public service cooperative adver- 
tising campaign has been scheduled 
to start on a once-a-month basis in 
member publications of National 
Business Publications, Raymond Bill, 
chairman of the board and treasurer 
of Bill Bros. Publishing Co. and 
chairman of the public relations of 
NBP, reported at its fall meeting 

The campaign, devoted to explain- 
ing, protecting and improving the 
American competitive system, was 
prepared on a voluntary basis by 
advertising agencies. Individual ads 
will carry illustrated factual infor- 
mation on various specific achieve- 
ments coming out of the competitive 
system 

The ads will be available for re- 
use in local newspapers, company 
internal and external publications 
and bulletins and in any other me- 
diums with due credit to the agency, 
the association and the publication 

G. D. Crain Jr. publisher of 
INDUSTRIAL MARKETING and Advertis- 
ing Age, speaking as a member of a 


panel of six publishers of the adver- 


tising press, disagreed with the idea 
should 


avoid politics, and concentrate on 


that business publications 


education Business publications 
should report and interpret govern- 
ment information relating to the 
fields covered by their editorial con- 
tent, he said 

Alvah B. Wheeler, president, Tide 
Publishing Co., warned that while 
plant growth, company sales forces 
and capital have in- 


creased in the last ten years, invest- 


expansion 


ment in advertising has decreased 
proportionately. He said that pub- 
lishers must do a leader-type job to 
make management more aware of 
its responsibility for maintaining our 
economy through advertising 
Roger Barton editor of Advertis- 


ing Agency, said that business pa- 


< 





How much real progress 


did your company make in the forties? 


100 % 
INCREASE 





The sales volume of many companies moved ahead 
considerably from 1940 to 1950. Gains of 40°%, 50%, 
100% and higher were not uncommon. But some of us 
may have been lulled into a feeling of complacency by 
such figures. Our appraisal of real progress must take 
two very important factors into consideration: 

1. Dollar figures are not comparable, because 
inflation alone pushed most sales figures ahead 
70° or more. 

2. Discounting inflation, all industry expanded 
tremendously in the forties. Many companies 
which feel they made progress may actually 
have lost ground . . . and may be slipping com- 
petitively still further today. 


Let’s take a look at some of the things that happened 
in the last ten years: 


Population soared from 131,700,000 to over 


150,000,000. A market 1'/2 times the size of 


Canada was added to our economy. 


The gross national product climbed from 
$101.4 billion to $284 billion! 





Spending for capital equipment was $6.5 
billion in 1940... and $18.1 billion in 1950. 


Housing (unit starts) doubled—from 700,000 
to 1,400,000. 


Income after taxes rose from $75.7 billion to 
$200 billion. 


Sales of iron and steel products tripled—from 
$7.7 billion to $25.5 billion. 


Machinery sales increased from $4.7 billion 
to $16.9 billion. 


Examples like these are endless... but these few are 
enough to make it easy to see how industry generally 
expanded 64% in physical volume in the past ten years. 
That's discounting inflation, too. The metalworking 
industry did even better than that . . . physical volume 


increased 100%. 
But that’s all history . . . nothing can be done about the 


forties now. 





1950 960 


hz 


The important point to consider in today’s planning 
is that executives, bankers and economists both in 
industry and government foresee a growth and expansion 
in the next decade comparable to that of the past ten years. 























Whether or not we kept pace with the forties, the next 
ten vears offer a challenge and an opportunity. The 
tremendously expanded markets of 1960 will belong 
to the companies that are planning for them and 
working toward them now. 


™ PENTON foueing 


PENTON BUILDING + CLEVELAND 13, OHIO 
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The most 
frequently 
quoted 
business 
publication 
in the world ? 


That’s what many say about 
The Wall Street Journal. Frank- 
ly, we don’t know. We do know 
that The Journal’s contents get 
a wide distribution—not only 
among the 211,233 subscribers 
in all 48 states, but also among 
those in the wide spheres these 
subscribers influence. 

These decision-making execu- 
tives must be well informed— 
and they also help keep others 
informed on important business 
developments. These readers 
find the editorial matter of The 
Journal so informative and up- 
to-the-minute that requests to re- 
print articles are made continu- 
ously. See how many varieties 
of businesses are represented by 
the originating sources of these 
requests, received by The Wall 
Street Journal in only a seven 


week period: 





Advertising Agency 
Agricviturel Feed Migr. 
Appliance Mfgr. 

Bonk 


Buliding Materiels Mtgr 
Business Machine Migr. 
Cement Migr. 

Chamber of Commerce 
Chinchille Rench 

Civic Commission 
Engineering Firm 

Farm Machinery Migr. 





Textile Company 
Tollet Geeds Migr. 
Trede Axseciation 
University 

Urility 

Weed Products Migr. 





The Wall Street Journal should 


lf you advertise to business 
¥ head your list, too! 


The Wall Street Journal 
published at: 

Dallas 

San Francisco 


New York 
Chicago 
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pers would have a better standing 
on agency media lists if they did a 
better job of providing facts and 
figures on audited circulations and 
the actual buying influence of the 
readers 

Walter E. Botthof, publisher and 
chairman of the board of Standard 
Rate & Data Service, Inc., 


service sell- 


suggested 
that publishers do a 
ing” job which would sell the busi- 
ness man on the business press as a 
more effective and less expensive 
medium 

C. B. Larrabee, president and 
publisher of Printers’ Ink, told NBP 
members that publishers must inter- 
pret the public to the business read- 
er and also defend the industry to 
the public 

Philip Salisbury, general managet 
of Sales Management said that an 
awareness of the business press 
should be developed in colleges 

Arch Crawford, president of the 
National Assn. of Magazine Pub- 
lishers pointed out that the business 
publisher must compete with many 
factors in addition to other business 
publications 

“If we don’t sell magazines first,” 
he declared, “they may decide on 
newspapers, radio, television, out- 
door, transportation or direct mail 
advertising and the magazines, 
including business publications, are 
left out in the cold.” 

NBP members reelected their last 
year's officers and added four mem- 
bers to the board of directors, which 
now totals 16 members. The re- 
elected officers are Russell L. Put- 
man, president of Putman Publish- 
ing Co., president; Rufus Choate, 
president of Bookout-Choate-Scott, 
v.p.; Leonard Tingle, president of 
the Butterick Co., treasurer; and 
Robert E. Harper, executive v.p. and 
secretary 

The new board members are Ar- 
thur King, King Publications, San 
Francisco; Kingsley Rice, president 
and publisher of Technical Publish- 
ing Co., Chicago; Don Nichols, pres- 
ident and treasurer of Ahrens Pub- 
lishing Co., New York, and W. J 
Rooke, president of the W. R. C 
Smith Publishing Co., Atlanta 


Fred J. Allen . . form 




















tomers 

Mr. Worthington said that com- 
pany salesmen and new trainees are 
undergoing a course in the prin- 
ciples of industrial selling to learn 
refinements of selling steel to indus- 
trial customers 

‘Meetings are held in each ware- 
house once a month, presided over 
by the district manager,” he said 
“In this way the salesman gets the 
story straight from his own boss 
rather than from a seles training ex- 
pert with whom he does not have a 
direct relationship.” 

“The sales training expert pre- 
pares the district manager to lead 
the discussion. He is provided with 
talk outlines and specially prepared 
training aids. After the district man- 
ager has completed his presentation, 
the salesmen talk over their own 
selling problems and practice selling 
each other.” 

He said that several customers 
have asked if their own sales staffs 
could take the course. A new sales 
course for the company’s telephone 
salesmen engineers who take or- 
ders by phone also has been in- 
augurated 

Mr. Worthington said that he him- 
self has enrolled in a course on cour- 
tesy in business, which formerly 
was offered to sales personnel and 
now has been opened to all company 
employes 





59th edition 
being compiled. 
A space order 
now will 
assure a 

choice 





position. 
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FOR A COMPLETE LIST OF 
PUBLICITY IDEAS 


52 Different Publicity Pegs 
— With 312 NEWS Subjects 


Your company made news today! Did you 


Will it get into print? This 


News-Deck ts Sil 


menice t 
mpact 
ngider 


heads 


pany happenings which editors « 


news, classihed under main 


Keep bet 


trade 


ter pubi 
papers papers 
with this compact 

publicity “tickler 


for only $5 p.p.! 


LIMITED PRINTING! 


First come, first served on 
\ this limited, private printing 


al Send your order and check to 


REMNETH B&B. BUTLER &2 ASSOC. 
Aduertising © Public Relations 
700 14TH AVE . MENDOTA 2, TLL 
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CCA has improved audits, 
boosted membership . . Hayes 


strengthening of 
and auditing 


® CHICAGO A 
auditing procedures 
standards has earned increased re- 
spect for Controlled Circulation Au- 
dit in the business publication field 
Richard S 
Hayes, advertising manager of Oko- 
nite Co. and president of CCA told 
its 20th annual meeting 

Mr. Hayes that while the 
“one audit for all pub- 
still appears promising, it 


during the past year, 


said 
prospect of 
lications” 
should not be expected in the im- 
mediate The 
passed last April by National Busi- 


future resolution 
ness Publications, opening member- 
ship to Audit Bureau of Circulations 
as well as CCA publications, was a 
distinct toward this goal, he 


added 
Reporting on 


step 


CCA publication 


membership, Mr. Hayes revealed 
there had been an increase of 
some 10 bringing the total num- 
ber of CCA publications to 309. In- 


cluding the group's 78 advertising 


that 


agency members and 111 advertiser 
members, the grand total has been 
raised to just under 500 

Adin L. Davis, CCA managing di- 
that 


desire to improve auditing proce- 


rector, said the organization's 
dures have resulted in the prepara- 
rules, a detailed infor- 


auditing 


tion of new 


mation guide and new 
forms. The auditing policy commit- 


tee which has established is 


rapidly becoming more experienced 


been 


and competent in handling the vari- 
ous auditing problems that develop 
from time to time, he concluded 
Mr. Hayes was reelected president 
of CCA: Ken Thornton, advertising 
manager of Scovill Mfg. Co., Water- 
Ar- 
executive v. p. of 
New 


and 


bury, Conn., was elected v. p.; 
thur A. Kron, 
Gotham Advertising Agency, 
York, 
George Riddle, director of develop- 
ment for Putman Publishing Co.'s 
New York office, was elected secre- 
tary. Mr. Kron and Mr. Riddle also 
were elected to the board of direc- 


was named treasurer 


tors 
Other 
for three years, Maurice Phil- 


board members elected 
were 
lips, International Nickel Co., 
York: Robert Burdsall, Russell, 
Burdsall & Ward Bolt & 


Port Chester, N. Y.; Bill Schink, G 


New 


Nut Co., 


M. Basford Co., New York; Frank 
Rice, Penton Publishing Co., Cleve- 
land; Merrill Symonds, Symonds, 
MacKenzie & Co., Chicago, and Ar- 
thur King, King Publications, San 
Francisco 

Elected for a two-year term was 
Joe Hobbins, Anaconda Copper 
Mining Co., New York, and for a 
one-year term, Stuart Phillips, Dole 
Valve Co., Chicago. 


Implement & Tractor starts 
new Spanish publication 


® KANSAS CITY Implement & 


Tractor will start Implementos y 


Tractores, new Spanish language 
publication on farm equipment next 
March 

The publication, first of its kind 
for the overseas 
market, will have a 
8,000 controlled covering rated im- 
porters, distributors and dealers in 
farm machinery in Latin American 
and other Spanish-speaking coun- 


farm equipment 


circulation of 


tries. 


Market research permits 
defensive savings . . Daugherty 


Market research has 
defensive 
and profits for Rockwell 
A. C. Daugherty, -manager 
research 


® CHICAGO 
paid off handsomely in 
savings 
Mig. Co., 
of the company’s market 
department, has announced 
Addressing the industrial market- 
ing group of the Chicago chapter of 
the American Marketing Associa- 
tion, Mr. Daugherty told of 
where market research pointed up 
the inadvisability of attempting to 


cases 


introduce certain items based on 
new 

Emphasizing the low cost of ef- 
fective market research, Mr. Daugh- 


erty revealed that the cost of main- 


patents 


taining Rockwell's market research 
operation is only six cents for each 
$100 of sales 


A new $2,000 fellowship . . ha 





....1O HELP YOU SELL PRODUCTION MEN 
IN AMERICA’S LARGEST INDUSTRIAL MARKET 


eA GUS) shout CHEMICAL ENGINEERING 





“OUR DUPLEX TUBING FINDS A TOP MARKET IN THE 
CHEMICAL PROCESS INDUSTRIES WHERE IT’S PROVED AN 

EFFECTIVE SOLUTION TO MANY DOUBLE CORROSION PROBLEMS,” 
says CLARENCE HANCOCK saves mer, CONDENSER 

TUBE DIVISION, BRIDGEPORT BRASS COMPANY.uno 
THERE’S NO DougT of CHEMICAL ENGINEERING’S 
EFFECTIVENESS, EITHER... IN REACHING THE MARKET. THATS 


WHY IT’S BEEN A BASIC BOOK ON OUR ADVERTISING SCHEDULE 
FOR THE PAST IO YEARS.” 











PRODUCT 
PREFERENCE 
'S THE KEY 
70 SALES... 


AND MUST BE CULTIVATED 
AMONG ACTUAL USERS. IN 
THE CPL, IT'S THE PRO- 
DUCTION GROUPS .WHO 





DUCTION SUBSCRIBERS 
THAN ANY OTHER 
PROCESS PUBLICATION. 
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You must reach all 
these men to sell to 
the 3 Billion Dollar 
CERAMIC MARKET 


EXECUTIVE PERSONNEL 


CERAMIC ENGINEERS 
RESEARCH DIRECTORS 


PLANT MANAGERS 
AND SUPERINTEND- 
ENTS 


STUDENT ENGINEERS, 
CHEMISTS, ETC. 


NO ONE factor decides 
on the purchase of your 
product or material f 


reach 


= 
eramic 
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Ceramic 





Ceramic 
Bulletin 


2525 N. High St., Columbus 2, Ohio 
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GE's special train 


4 





sales promotion and public relations, 
the train achieved important sec- 
ondary accomplishments for the 
company and its sales staff. The 


train 


1. Produced thousands of sales 


leads 


2. Concentrated salesmen’s sell- 
ing time by bringing customers to 
him in force at a place where the 
products were available for demon- 


stration 


3. Offered unusual sales training 
to the engineers who manned ex- 


hibits 


4. Recruited sales and technical 


personnel 
5S. Reaped a harvest of publicity 


Sales Leads Unearthed . . In a 
typical showing of 4 days, 650 sales 
leads were generated, covering a 
wide range of equipment from weld- 
ers and meters to motors and elec- 
tric switchers 

During the tour, thousands of spe- 
cific requests for additional informa- 
tion on equipment and techniques 
exhibited were received and proc- 
essed by our field sales and engi- 
neering forces. Many of the in- 
quiries led to orders for electric ap- 
paratus 

A $375,000 unit 
sold to one city after several of its 
officials visited the train and devel- 
oped an interest in the equipment 
they saw there One company 
bought 15 motors as a result of in- 
created by the train. GE 
salesmen credited many closed sales 
like these to what the customer had 


looked at or board 


substation was 


terest 


Intensifies Selling . . In addition, 
the train enabled our sales engineers 
and product specialists to telescope 
months of sales “contacts” into a 
relatively few days 

In other words, it permitted them 
to see personally, with their wares 
immediately available, more cus- 
tomers than it would have been pos- 
sible to see in a year under normal 


individual-call circumstances 


School on Wheels . . The train also 
served as a mobile classroom for 
young GE sales trainees. Only the 
train could give them so much prac- 
tical sales experience in so short a 
time 

The staff of the train totaled 45 
men, including a headquarters 
group, 20 “exhibit engineers,” main- 
tenance supervisors, guards, a serv- 
ice engineer, a crew of electricians 
and maintenance men, and Pullman 
and railroad personnel. 

Three groups of exhibit engineers 
operated during the tour, working 
with product and industry special- 
ists in greeting visitors and explain- 
ing the exhibits. Before undertak- 
ing this important customer-contact 
work, they received specialized sales 
and engineering training, plus two 
weeks of special instruction from the 
Dale Carnegie Institute. During each 
exhibition day, these busy, maroon- 
coated young men, most of them in 
their mid-twenties, answered an 
average of 825 questions put to them 
by visitors trooping through the 
train 


GE Finds Men. . With competition 
for technically-trained men so keen, 
the train served as a valuable re- 
cruiting medium. About half of the 
college graduates recruited for the 
company’s test course for student 
engineers saw the train while they 
were still undergraduates. Many 
pointed out that their trip through 
the exhibit cars clinched their deci- 
sions to join GE 

No less important was the train’s 
influence on GE employes, many of 
whom had little conception of the 
tremendous scope of the work being 
conducted by the GE Apparatus Di- 


vision 


Publicity Plus .. More than 100,000 
column. inches of space in newspa- 
pers and business papers across the 
nation were devoted to the train and 
its 2,000 exhibits. Many newspapers 
gave it front-page or feature treat- 
ment. The news services carried it 
Some newspapers editorialized on it 

A Boston Herald editorial de- 
scribed the project “as something 
as symbolic of American freedom as 
the Declaration of Independence and 
the Constitution and the other his- 
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toric documents on the Freedom 
Train.” An editorial in the Colum- 
bus Dispatch pointed out that 
“only in the U.S.A. exist the free- 
dom of thought, enterprise, effort 
and attainment which made the 
things represented on that train pos- 
sible.” 

From the April, 1950, “kickoff” 
press conference in New York . . at- 
tended by more than 175 representa- 
tives of the business and popular 
press, radio, television, newsreels, 
wire services and feature syndicates 

until the train ended its tour 
late in July, publicity in all media, 
in all locations, was uniformly good 

More than 400 radio and 50 tele- 
vision stations gave precious public- 
Many 


radio stations made wire recordings 


service time to the train 


or conducted live shows from the 
train itself, interviewing GE execu- 
tives and visiting brass or describ- 
ing the hundreds of pushbutton-op- 
erated exhibits abroad 

Several television stations actually 
carried their cameras aboard for 
live shows, while others made use 
of films provided by our publicity 
representatives, who leap-frogged 
from city to city ahead of the train 
making press-radio-TV contacts 

The best publicity break was the 
New York kickoff. Nearly all of the 
city’s dailies and radio stations gave 
the train’s inaugural prominent cov- 
erage, while both CBS and NBC 
television stations covered it pic- 
torially for network audiences. Con- 
sidering that the train was not open 
to the public, results in usually blase 
Gotham were outstanding 

Publicity turned out to be an ex- 
cellent medium for generating inter- 
est in and creating prestige for the 
train, as well as for effectively back- 
ing up the personal invitations and 
literature describing the train and 
its exhibits 

Into the exhibits, covering all 
apparatus needed for generation, 
transmission, distribution and use of 
electricity, went thousands of man- 
hours of work by the best creative 
minds in the company’s engineering, 
manufacturing, sales and advertis- 
ing departments. The objective was 
to make the exhibits informative and 
instructive, yet dramatic; to relate 
each exhibit to the one following, 
yet to keep them varied; to make 
full use of color, light, and move- 


ment, yet to insure that actual 
equipment, where possible, was uti- 
lized to the fullest. 

Once conceived and laid out by 
our own exhibit men, exhibit plans 
were turned over to three leading 
display houses for actual construc- 
tion. 


On Time . . Only twice in 16 months 
on the rails did the train fail to 
meet its exacting schedule. Once a 
washout of 1,500 feet of track pre- 
vented it from making its exhibition 
date in Atlantic City. But, by vol- 
untarily giving up some of their 
Christmas holidays, the train crew 
brought it back for a one-day stay. 

Later, when the worst blizzard fo 
hit the Southeast in a decade coin- 
cided with a railroad switchmen’s 
sitdown, the train made its run from 
Nashville to Chattanooga and went 
on exhibition just 45 minutes late 
It was the only train to move over 
that route during the 24-hour peri- 
od, thanks to a 65-year-old train- 
master who braved freezing weather 
and snow to operate each switch 
manually as it was passed during 
the run 

When the train moved over the 
Bitter Route Mountain spur on its 
way from Kellogg, Ida., to Butte, 
Mont., it was the first passenger 
streamliner ever to pass over the 
route. Inhabitants of that rugged 
country were so taken with the sight 
of the big fire-engine-red diesel- 
electric and the shiny aluminum 
cars that a motorcade of 200 local 
citizens followed the train up the 
steep grades until it reached the 
main line 

A substantial portion of the orig- 
inal cost of the train was reclaimed 
when, at the end of the tour, the 
silver cars were turned over to the 
Chicago, Pacific & Rock Island Rail- 
road under provisions of a contract 
The exhibits first were removed 
from the cars. Many have been kept 
for future use in trade shows and 
permanent company displays 


i. L. Poulton . . former sales representa 
tive Saxton > eveland, and past 
president of the Pittsburgh chapter of the 


National Industrial 


Advertisers Associa 
ion, has been appointed midwest adver 
representative for “Paper Trade 

and “Lockwood's Directory of the 

znd Allied Industries,” Lockwood 


arnal Co., New York 








over 


1,600,000 


people see 
these exhibits 
annually 


Entrance to telephone exhibit where 
effective audience participation 
hos made this one of the most 


popular Museum attractions. 


GENERAL EXHIBITS AND DISPLAYS, INC. 


The Gas Industry sponsored this exhibit 
depicting the story of flame gas, excitingly 
told with models, dioramas 

and operating displays. 


2100 N.RACINE AVE «e CHICAGO 


= /usa 








why transit men read | 
MASS TRANSPORTATION 


; 











here’s no fiction in MASS 
Transportation. But transit men 
enjoy it anyway—even in bed, says 
one subscriber. He claims to spend 
several evenings digging into each 
issue before pulling up the covers. 
That's readership! 


And look at the way ALL 
MASS READERS study each copy: 


2 bours, 
reading time per issue. Compare 
that with a 7-minute average on 


13 minutes average 


ordinary magazines that are mere- 
ly “thumbed” through! 


56% take MASS home, read it 
in several sittings. No wonder 
advertisements get attention, with 


cover-to-cover readership like this! 


For advertising that brings re- 
sults, put your message in MASS 
Transportation — read most and 
enjoyed most by the men who 
count most. A-s789 


SEE SRDS CLASS. 21-—OR 
WRITE FOR RATE CARD. 


TRANSPORTATION 


222 W. ADAMS S$T. 
CHICAGO 6, ILLINOIS 


Ce GAGE GREET 
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industrial 


December / 1981 


3-5.. Institute of C 
ing Appliance 
ers, Netherlands F 


January / 1952 


7-10. .National Retail Dry Goods 
Association: Annual Manu 
facturers Exhibit, Statler Ho 
tel, New York 


Annual Plant Mainte- 
Convention 


neers Exr 
Cadillac Hot 


Mid Atlantic 
Penn Sheraton Hotel, 
jelphia 


National! Association of 
Home Builders, Congress & 
Stevens Hotels, Chicag 
Wholesale Dry Goods In 
stitute: Merchandise Exposi 
tion, Hotel New Yorker, New 
fork 

National Cotton Council of 
America, Roosevelt Hotel 
New Orleans 


February 
13-15... Cot 


10-13. .National Railway Appli- 
znces Association Exhibit 
~ “hicag 


liseu 19 





Apr. 
22- 6... 


April 
78.. 


iety of Tool En 
< s, International Am 
phitheater, Chicago. 


Chicago International Trade 
Fair, Navy Pier 


American Society of Lubrica 
ti Engineers, Statler H 
Cleveland 

Knitting & Allied Crafts 
position, Grand Central Pal 
ace, New York. 


- National Knitted Outerw 


Association, Waldorf-Astor 
Hotel, New York 


. National Office Furnit 


-National Association of 


sociation, Haddon 
lantic City, N.J 

‘ He 
siery Manufacturers and H 
siery Industry Conference 
Claridge Hotel, Atlantic City 
NI 


.American Foundrymen’s Sc 


. 4th International 


ciety Annual Meeting, Atlan 
tic City, N. J 

Lighting Ex 
position & Conference, Cleve 
land Auditorium, Cleveland 





Tell it to Kimberly-Clark 


An idea exchange service for 
advertisers and buyers of printing 


The ad that actually smelled good ! 


In introducing a new deodorant soap via 
four-color newspaper space in Chicago 
it was important for us to emphasize the 
pleasant scent of our product. Working 
Armour and 
Company chemists discovered a way to 
solution of the soap’s perfume 
the adver 


with ink manufacturers 


nixals 


and red ink, thus “‘scenting 


tisement. This unusual device caused a 
great deal of comment in Chicago the 
day the ad appeared --even the buses and 
streetcars ‘smelled good.”’ But nee lless 
ro say it helped greatly in getting our 
new campaign off to a sensational and 
successful start 

R. E. Whiting 

irmour and Company 


ago, Iilinoi 


Don't forget the “back room boys" 
at Christmas ! 


Last year at ( hristmas time, it struck us 
that our contacts with suppliers were 
d to their salesmen. They were the 
ones from whom we demanded rush 
service and special attention; yet the 
actual work was on the shoulders of the 


limite 


boys in the back room 
compositors, pressmen truck drivers and 


engravers 


the like. We couldn't send each one a 
it we did obtain their names and 

a letter combining our thanks for 

r extra efforts with best wishes for 
Christmas and the New Year. The 
proved that our letter was 
furthermore 


response 
appreciated, anc recipro 


cated by outstanding service 
John Ect 
Perry-Brou 


Cimcmnati 


My 





Folder provides double service 


Most promotional pieces are considered 
successful if they accomplish one pur 
pose, but this folder handled two with 
ease. Because many people are unaware 
of the travel agent's important function 
we prepared a folder telling 47s story, and 
offered name-imprinted copies to each 
agent free of charge. Our first run of half 
a million has already been quadrupled, 
and we believe much has been accom- 
plished in the way of consumer education 
Secondly, since travel agents represent 
other carriers too, we know Pan American 


has gained a valuable benefit in ‘dealer 
relations."’ Thus we were able to provide 
a service to Our Customers and our agents 
as well — with one folder. If your promo 
tional piece answers a marketing problem 
the resulting benefit (in this case, good 
wi'l) may very well offset the cost 


Melville E. Stone 
Pan American World Airway 


New York, N. Y 


Do you have an item of interest ? 
Tell it to Kimberly-Clark ! 


Any item of interest ; 
pertaining to advertis 
ing Of printing is accep 
table, and becomes the 
property of Kimberly 
Clark. For each pub- 
lished item, a $50 De- 
fense Bond will be 
awarded to the sender 
In case of duplicate 
contributions, only the 
first received will be ~ 
eligible for an award 
All contributions should be addressed 
to Idea Exchange Panel, Room 158, 
Kimberly - Clark Corp., Neenah, Wis 


Remember — you add crisp freshness and 
sparkling new sales appeal to advertising 
pieces, brochures, reports, house organs 
—when they're done on fully-coated 
Kimberly*Clark printing papers. For 
brighter, sharper, smoorher reproduction 
im any fine letterpress or offset prinung 
job, specify Kimberly-Clark 


Kimberly-Clark Corporation so. wscon 


+ meee 


Kimberly 
C 


Hifect* Enamel 


Quality Machine-Coated Printing Papers 
Lithofect* Offset Enamel 


Multifect* 


ecember 1951 /us 


Trufect* 





Role). @ \ aaa. i3)- 
20 PLUS SERVICES 


R ints of diteariat taate 


are offered here as a special 
service to IM readers. Please 


McGraw-Hill International reprints ani ob one eocan & 
makes available to help ier. 


develop overseas sales. of Industrial Marketing Sins, ie eae i> meld 
orders under $1. We'll be happy 


ee feature articles \Y to bill you for larger sums. 


CHECK and inquire which of the 





@ Send for available 





f wing service na data an 
help you develop your overseas 
morket 
1951 business » Dupes volume to oe all-time 
TRADE COUNSELLORS STAFF ag ge pom 
TRANSLATIONS 2208 How to use Starch —%- oy reports 
by Howard G. Sawyer, Jul} 951. 15¢ 
TRADE INFORMATION AND OVERSEAS . =e ewe oe 
VISITORS BULLETINS Today’ s Jay: - ee a ot ont hand . . stop them 
y ller anc 4 offitt, June 10c 
OVERSEAS BUSINESS SERVICES 2204 How SSi advertising agencies placed spacv in business papers in 1950 
THE McGRAW-HILL INTERNATIONAL ™ — = 
TRADER A guide to Sepes ga! . a 
embe i the ustrial Publicity Association, New York 
OVERSEAS DIRECT MAIL SERVICES 
AUTOMOTIVE WHOLESALER LIST 
DIRECTORY CF OVERSEAS AGENTS 200 How industry buys 
AND DISTRIBUTORS OF DRUG AND ay Re Se ee, Oe. Se. Se 
HEALTH PRODUCTS 2197 How a product hendiech ome oun, prove your ad results 


by Robert D. Towne, July 10c 

WORLD MOTOR CENSUS 

R19€ — Vr papers can meet their new competition 
OVERSEAS MARKETS FOR U. S$. DRUG William A. Marsteller, April, 1950. 5c 
AND HEALTH PRODUCTS, EQUIPMENT § Seeetietin see te : 

’ } force for more effectiveness 

AND SUPPLIES by Gien H se 70 ar, May, 1950. 15¢ 

292 W hh: gee 
ANALYSES OF PRINCIPAL OVERSEAS Bey, cate puvens oo woene. 


MARKETS FOR EXPORTS OF MACHIN- 
ERY AND EQUIPMENT . bigeer } audience calls for gh annual reports 
Richard H. Bailey 1950 


What y= advertisers plan to do in 1951 
by B Aitchison, Jan., 1951. 15 


and how to right them 


Jan : 
REPORT QUOTA CHARTS 2184 How 3 use graphs in industrial edvertsing 
I iP e 194 10¢ 


FOREIGN GOVERNMENT BUYING by L. Leonard Philips, Sept 

AGENCIES Ris 2 } aire yon, should know about industrial buyers 
CONSTRUCTION CONTRACTORS AND wie 

ENGINEERS OVERSEAS 4 Bow te —y a Lt i te advertising 
EXPORT BUSINESS MAGAZINE AD- : Sutin sts - > ay ~ 

VERTISING COPY Snk D. Newbury, Aug.-Jan., 1948-49. $1 


CONDENSED DATA SHEETS ON EACH 3 16 Ags to _ to cnttpontn departments 

OF THE McGRAW-HILL INTERNATION- : Bennett, Apr. 1949. 10c 

AL MAGAZINES AND THEIR MARKETS - Bow to make <——' publications pay off = 

OVERSEAS AUTOMOTIVE BUYERS foqne 5. em, Cas, Sa oe 

QUIDES Keep the line open  Derween emglorer ng omplore - 
ber a ns a ept 1345 

LATIN-AMERICAN INDUSTRIAL AND ren ‘ 

CONSTRUCTION BUYERS GUIDES , we went to foup-cates insane on ¢ cut Sudget 


LATIN-AMERICAN CONSTRUCTION ore. Gomenstrater Snqeeses os salesmen’s closing ratio 


PROJECTS 
EXPORTS OF U. $. CHEMICALS AND ‘ emg f newspaper advertising to A cree buyers 
. &. ~ a 

RELATED PRODUCTS asta - 

} sg your customers order spare parts 
A xy nd | acobs, June, 19 10c 
coress your inquiries to Jonn F. 

; How can I find what type to use? 
Burke, Promotion Director, McGra by A. Raymond Hopper, Apr., 1348 
H nternational Corporation, 3 } ‘ Techniques that will make ~ copy pull 
7 A 445 


2 


West 42 St.. New York 18, N. Y. 
Market hy. b combate high = “ts costs 
sft eo i> c 


— The effectiveness of repeated advertisements 


‘ED W HILI nq y cage a pte 
. 
Mc G hk A " 2 economics of pias a “pee 
Jesse | e er 4g 
INTERNATIONAL CORPORATION ual The poe rates ¥ 


d Hopper 


heoner client reltnsbip 
E. Gis July, 1946 


World Wide Heod ers? 8 ness 


330 West 42nd Street, New York, N. Y. 
Offices in olf Principal Cities of the World 
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Best reason for advertising today — 


is TOMORROW! 








Sd McGraw-Hill 





READ THESE QUICK FACTS TO SEE WHY YOU NEED THE DIGEST 


TO SELL, PRESELL AND HOLD YOUR 
OVERSEAS BUSINESS MARKETS 





The McGraw-Hili DIGEST was the first export busi- 
ness magazine to qualify for membership in the Audit 
Bureau of Circilations . . . This ABC certification guar- 
antees to advertisers in the DIGEST—an ABC ‘known 
Audience’ of the right people who pay to read the 
DIGEST to keep abreast of the latest industrial, technical 
and scientific developments throughout the world 


The DIGEST’'s selective paid circulation beams the 
advertiser's message — without waste — directly to top 
management, where decisions are made and policies de- 
termined . . . Control is exercised through McGraw-Hill 
subscription representatives in more than 65 countries . . . 


The DIGEST makes invited, paid-subscription sales 
calls every month on more than 430,000 top management 
men overseas—outside the United States and Canada. . . 


The magazine covers every industrial field in the United 
States by digesting articles that have appeared in other ~ 
McGraw-Hill publications as well as those that have run 
in key magazines in the fields that our own McGraw-Hill 
magazines do not cover . 


More than one hundred inquiries a week come to the 
- —_ 2 eee DIGEST's Editors asking for more details, about new 
| n y fr ist . ~ 
7 products and methods described in the DIGEST. 


0 copies month 
ted to send in f 
u f c ‘ 5 owing new 
seas) markets eports st ff the press . —_ . 
ANALYSIS OF PRINCIPAL  EXPOR The DIGEST can be an effective selling tool for you 
MARKETS rl “is Ge’ eave Mas wx . . « as it is for many alert exporters who know and ap- 
PORT MARKETS FOR U. S. CHEMICAI preciate the outstanding editorial and coverage job the 
AND RELATED PRODUCTS Als DIGEST does ... Call your nearest McGraw-Hill Interna 
€ sure to ask t copy of see thn tional representative for information or write McGraw- 
Sout me 
Hill International Corporation, 330 West 42nd Street, 
New York 18, N. Y. 





DIGEST 


MeGRAW-HILL INTERNATIONAL 


Headquarters for World-Wide Business Information 


330 West 42 St. New York 18, N. Y. . . . . Offices in Principal Cities of the World 
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top management 
Words can forum 
work wonders in 


YOUR business! 





quests for technical assistance and 

literature 
In the first nine months of 1951 
HOW?‘ Just read $. D. WARREN we received 9,203 requests for 12,- 
885 technical handbooks and pieces 
of literature, and for design, fabri- 
cating and industrial training assist- 
for December 15th and BUSINESS ance. This does not include requests 


COMPANY'S message in THE 
SATURDAY EVENING POST 


WEEK for December 8th from direct mail or industrial ex- 

hibits 

Of these, the requests for 8,807 of 
the technical handbooks were on 
business letterheads . . a require- 
ment specified in the advertisements 
to assure high quality response. In 
most cases, too, the literature offer 
was not featured in headlines but 
was “buried” in the copy 

These gratifying results of our in- 
dustrial advertising are evidence of 
the interest in aluminum for the new 
products of tomorrow. We are con- 
fident that our present advertising is 
entrenching our position in the in- 
dustry and will most certainly pay 
off when expanding aluminum pro- 
duction meets the ever increasing 
demand 


\ Wonders 
Good Printer Vernon D. Speer 


ails r 
vo" Presider 


4 


peer Pr 


ewistor 


® THE RATIO of follow-up sales to 
inquiries is an excellent measure of 
advertising effectiveness In one 
campaign, sales were ultimately 
made to 74.6% of the inquiries re- 
sulting from an individual adver- 
tisement. This unusual ratio is by 
no means common, but it demon- 
strates possible sales potential when 
careful study and selection of the 
advertising vehicle is made 

This company is maintaining a 
normal advertising budget but is 
utilizing a major portion of its pe- 
riodical space for the purpose of 





“ALL OF OUR DEPARTMENT HEADS 
ARE ENCOURAGED TO READ 


HOSPITAL 


? 
Says 
HAROLD C. LUETH 


Dean 
The University of Nebraska 
College of Medicine 


MANAGEMENT™ 


THE UNIVER 
‘ 


SITY OF 
Co..es 


NEGRASK 
© OF wesicine - 


Oe" arenes 
OUAMA ©. NeDRaona 


Bospita) Management 
t Tllinois Street 

4, Tllinois 
Gentlemen 


We find Bosp 
wee of atesmaiee 


departments 
» @24 19 eves) 
Persons vi wat 
Perecas Who may desire tytn ry 
All of our de 
reac BOSPrraL partment heads are ‘ 
couraged to 


of the fine aeean a 
» technica) material Sonne su 


Very truly yours 


Dear 











A $2,000,000 institution 
197 beds and 15 bassinets 


Here is Full Penetration of the 
Buyer-Group in Hospitals 


Editorially departmentalized to coincide with 
the departmentalization of hospitals themselves, 
HOSPITAL MANAGEMENT reaches depart- 
ment heads as well as administrators—gives you 
full penetration of the buying group where 
hundreds of specialized purchases in this highly 
specialized field are initiated by expert depart- 
ment heads. Regular routing of HOSPITAL 


Management « +++: 0: sae - 


READ MOST BY*MOST HOSPITAL 


MANAGEMENT to their department heads by 
88.56% of hospital administrators—plus the larg- 
est voluntary net paid ABC hospital circulation— 
further help assure an active executive audience 
for your selling message. HOSPITAL MAN. 
AGEMENT is must reading with all those whom 
you must reach to do an adequate selling job in 
this highly specialized field: 


CHICAGO 11, ILLINOIS 


EXECUTIVES 








HOW T0 ENTER ABP’S 1952 CONTESTS 


1943-1952 


ANNIVERSARY 


FOR ADVERTISING IN INDUSTRIAL PUBLICATIONS AND 
FOR ADVERTISING IN MERCHANDISING PUBLICATIONS 
During 1951 


WHAT MAKES A PRIZE-WINNING CAMPAIGN? 


The most important quality of a business paper is 
service to the reader. That is a basic principle that 
applies to both editorial and advertising pages. And 
ABP believes it is only by giving the reader information 
he wants or needs that business paper advertising can 
be fully effective. 


It is natural, therefore, that in selecting the 
winners in ABP’s Annual Advertising Contests, the 
judges give first consideration to how well an advertise- 
ment passes the service test. Are its objectives clearly 
planned to serve the reader? Does it make effective use 
of layout, typography and illustration, to meet those 
ee, And most important of all, does its copy 
\welp the teader to do a more efficient job for his 


company — and himself? 





Awards in ABP’s Annual Competitions are given to 
those advertisers who, in the opinions of the judges, 
created the most effective business paper advertising 
during the preceding calendar year. 


In making their selections, judges 


(a) measure against each entry’s stated objectives 
(1) the informative, service value of its copy, anc 
(2) the degree to which its appearance (type, 
illustration, color, etc.) accomplishes its purpose 
quickly and accurately with the reader; and 


(b) consider the statement of evidence concerning 
the degree to which the objectives were attained. 





for campaigns that appeared in Industrial, Professional or Institutional publications . . . 
those that appeared in Merchandising publications to advertise products NOT FOR RESALE 


DIVISIONS 


Advertising of Construction Materials: fabricated steel, 
lumber, bricks, roofing, cement, paint, hardware, etc. 
Advertising of Primary and Process Materials: wood pulp, 
chemicals, hides, wool, food ingredients, plastics, etc. 
Advertising of Fabricating Parts and Materials, Con- 
tainers and Packaging Supplies: metal stampings, mold- 
ed plastics, bearings, gears, steel sheets, tubes, fabrics, 
wrapping materials, aluminum foil, etc. 

4 Advertising of Machinery and Equipment: machine 
tools, motors, instruments, materials handling equip- 


ment, store fixtures, air conditioning equipment, light- 
ing equipment, hand tools, etc. 


Advertising of Operating and Maintenance Parts and 
Materials: oils, greases, cleaning compounds, repair 
parts, transmission belts, etc. 


Advertising of Services, Institutional Advertising, etc.: 
prestige and public relations advertising, trade associ- 
ation advertising; advertising of transportation consult - 
ants’ services, etc. and all other advertising not covered 
by preceding divisions. 


24 AWARDS: 6 First Prizes and 18 Certificates of Merit Judging and the Awards Presentation will be held in Boston 


for campaigns that appeared in Merchandising publications 
(directed to retailers, wholesalers and distributors) to advertise products FOR RESALE... 


DIVISIONS 


Advertising to introduce new products, new packaging, 
or new developments. 

Advertising to promote product features and give prod- 
uct information 


Advertising to merchandise consumer advertising to 
the trade 

Advertising which makes the most effective use of mul- 
tiple pages (3 or more consecutive pages in one issue) 
Contest Rule No. 2 does not apply to this division. One 
one-time insert of three or more consecutive pages 


may be entered. 

Advertising to link merchandise with seasonal promotions, 
Advertising to describe and encourage the dealer to use 
sales promotion aids, such as window display pi 
price cards, counter displays, advertising mats, envelope 
stuffers, etc. 

Advertising, institutional or general in nature, inclu 
sales training, endorsements, policy announcements, 

and all other advertising not covered by p 
divisions. 


28 AWARDS: 7 First Prizes and 21 Certificates of Merit Judging and the Awards Presentation will be held in New Y: 


ee 


The running of every contest has to be standardized in some way, but we've tried to keep our regulations as few as possible 


JUST FOLLOW THESE SIMPLE RULES 


1. Submit as many entries as you wish. 

2. Each entry must consist of at least three advertisements, typical of 
an entire campaign 

3. Campaigns must have appeared during the calendar year of 1951 in 
business publications whose primary listings are in the “Business 
Publications” section of Standard Rate & Data Service . . . not 
necessarily in ABP member-publications. 


Mount each advertisement on approximately 60-lb. cover stock, and 
allow narrow margins for handling. Identify separate campaigns by 
clip or tie arrangement. /mportant: keep entries as simple as you can 


With"each entry, state briefly on advertiser's or agency's letterhead: 
(a) in which contest and which division the campaign is to compete, 
(b) the objectives of the campaign; (c) reasonable evidence of results 
in relation to objectives; (d) publications in which the advertisements 
appeared; (e) name and title of the individual responsible for the 
campaign within the advertiser's company; and (f) name and title of 
the individual responsible for the campaign within the agency. 


6. Be sure each entry is postmarked not later than midnight Jan. 31, 1952. 


Entries must be submitted by advertisers or their agencies. 
Media advertising and an agency's own advertising are not 
eligible. 

The decisions of the judges, all leading men in business, 
industry and advertising, are final and include the right not 
to grant an award in any division in either contest. 


Enter as many campaigns as you wish. 
Address them to: 


Contest Committee 


THE ASSOCIATED BUSINESS 
PUBLICATIONS 


205 East 42nd Street, New York 17, N.Y. 
MUrray Hill 6-4980 


Closing date for entries in both contests: January 31, 1952 


December 1981 / 181 
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... it’s the nation’s FASTEST GROWING 


HOSPITAL MARKET 


Just think of the new sales opportunities 
for you in the $250 Million’ Southern 
hospitals are now spending annually for 





FOR SUPPLIES 
Southern hospitals spend 
more than $250 MILLION : 
annually supplies. 

NEW CONSTRUCTION 
more than $250 MILLION 
in new facilities building 
or planned 

STILL NEEDED 


more than $1 BILLION in 
new hospitals and facilities 


PLUS the new sales potentials offered by 
$250 Million in new hospitals now under 
construction or in the blue print stage. 


PLUS the new sales the South will con- 
tinue to offer for a long time to come as 
it builds to catch up with fast-growing 
needs. 


FOR 100% COVERAGE 


of this vast, growing, 14-state market . . . 


00K 10 


SOUTER WOSPIALS 


the ONLY exclusively Southern journal 





As the official publication of the Seuthern state 
associations end of beth the Southeastern and 
Virginie-Carelinas Conferences, Southern Hee- 
pitals enjoys the respect of Southern institutions 
end the peeple whe run them. Edited and pub- 
lished by Southerners for Southerners, readership 
comes naturally! 


CLARK-SMITH PUBLISHING CO. 
218 W. Morehead St., Charlotte 2, N. C. 


the South deserves EXTRA Sales. Effort 
SOUTHERN HOSPITALS provides it! 








DEALERS 
LOOK TO 
THIS MAG- 
AZINE FOR 
GUIDANCE 


~ FUELOM & OlL HEAT-232 Medison Ave. 
NEW YORK 16, N. Y. Lixington 2-4566 





THE DOMINANT PUBLICATION IN A GROWING INDUSTRY 


ee 





ed 
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consider 
of our 


customer education. We 
the customer's utilization 
products and his adaption of these 
products to his needs to be extreme- 
ly important factors. Customer good 
will, as well as sales attributed to 
these ads, has amply demonstrated 
their effectiveness 


Carl B. Jansen 
President 
Dravo Cory 


Pittsburgh 


® DRAVO ADVERTISING and sales pro- 
motional efforts have produced their 
most dramatic results in our current 
campaign to sell more Dravo Coun- 
terflo direct-fired space heaters. 

This product, manufactured by 
one division and sold by another, 
has for many years enjoyed indus- 
trial acceptance, especially in heat- 
ing large open-space areas. The 
problem we handed to our adver- 
tising department was to promote 
the use of the heater for functional 
heating as well. 

We have made substantial prog- 
ress in achieving our goal. During 
the first ten months of 1951, assisted 
by a hard-hitting advertising and 
sales promotional campaign (which 
netted 2,490 inquiries), our heating 
department salesmen have written 
94% more business than during the 
same period last year. 

We fully intend to continue ag- 
gressive advertising as a vital ele- 
ment in merchandising our many 
products and services. It is part 
and parcel of our sales philosophy 


® propasty the most impressive 
evidence of the power of industrial 
advertising for our company was the 
creation of market acceptance for 
the products of our Cone-Drive 





Gear Division 

The division developed an entire- 
ly new type of gearing now general- 
ly designated as “double-envelop- 
ing” gearing. Its nature was such 
that it had to be “engineered” into 
products. Rare were the instances 
where such gears could be simply 
substituted for other forms of gear- 
ing 

During our early days the sales 
personnel of the division consisted 
of exactly one man . . who, in addi- 
tion to sales, was in charge of engi- 
neering of Cone-Drive gears and 
installations for customers. Our vol- 
ume did not justify a larger organ- 
ization. 

Sales volume continued low until 
we launched an advertising cam- 
paign . . primarily space advertising 
in technical trade publications, sup- 
plemented by publicity and direct 
mail 

Shortly after launching the cam- 
paign, our volume began to climb. 
Today Cene-Drive double-envelop- 
ing gears and speed reducers have 
reached a position in the gear field 
where an extensive field sales, serv- 
ice and distribution organization is 
required to care for the needs of 
our many customers 


Hamilton Merrill 
President 
M 


Manning, Maxwe 


& Moore 


® aS A RESULT of our research 
and product development program, 
“product X” was designed and man- 
ufactured in 1948 

However, both marketing condi- 
tions and sales potential of “prod- 
uct X” were substantially different 
from those of our regular lines of 
pressure gauges, valves, industrial 
instruments and material handling 
equipment. T.1e result was the crea- 
tion of a campaign for the specific 
purpose of gaining quality inquiries. 
This campaign was run in two busi- 
ness publications. 

The results were excellent. In- 
quiries were received in increasing 
volume as the campaign progressed, 





Oh, YES, Mr. Space Buyer... 


but, what a “regional” — and what a region! Together, they make the 
hottest news for industrial advertising today! 


INDUSTRIAL “RATIO MAP” OF U 
STATES IN EXACT PROPORTION TO 
we 


. S. SHOWS AREA OF 
THEIR MANUFACTURING 


tk SEND if TO YOU FREE! 


Your 90-billion-dollar-market! 
What happens here from now on 
may determine the course of civ- 
ilization. It’s the “arsenal of free 


Now, over 50% of the space is 
used by national advertisers — 
(steel) U. S., Republic, Ryerson, 
Williams; tani Bridgeport, 
Chase, Scovill, American; (oil) 
Standard, Cities Service; (packag- 
ing) Hinde & Dauch, Robt. Gair; 
(brushes) Osborn; (castings) Ea- 
ton; and others. 


wm WADW ES T 


nations,” and the World's richest 
concentration of industrial buy- 
ing power! Right here are indus- 
try's biggest spenders. 


MPA is your best advertising buy 
in the “Heart of Industrial Ameri- 
ica.” Send for “Ratio Map” and 
market data today! 


PURCHASING. 
iN 


ASS 


Buliding 
Cleveland 13. Ohie 
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198 S. Alvarado St., Los Angeles 4, Calif. 


| Editorial A nfluence 


builds acceptance for your advertising 


in Butane-Propane News 


Influence, of course, is only another 
name for reader-satisfaction. For a longer 
period of time than any other publication, 
Butane-Propane News has been satisfying 
readers, (highest subscription renewal in 
the industry) and building ond broadening 
the markets for liquefied petroleum gases 
and equipment. 

In addition to publishing the first maga- 
zine, the B-P News editors have made 
available the only complete library for 
this industry. The world-wide distribution 
of these Fundamental Working Books has 
solidly established Butane-Propane News 
as the authority on LP-Gases. For adver- 
tisers, this means action-producing results. 


A Jenkins Publication GS 


Headqverters for LP-Gas 


Information Since 1931 


HANDBOOK 
BUTANE-PROPANE GASES 
The technica! authority. 
25,000 copies in vse. 
BOTTLED GAS MANUAL 
Sales and Service. 
10,000 copies in use. 


POWER MANUAL 
Principles of LP-Gas 
Carburetion. 
after November | Sth 








BUTANE-PROPANE CATALOG 
Pre-filed manufacturer's 
catalogs. 





Operating on LP-Gos Business 
Set of twelve booklets. 








The ABC of LP-Gas 

















FOR DETAILED INFORMATION ON 


SEE YOUR NEW 


INDUSTRIAL MARKETING 





85 INDUSTRIAL and TRADE MARKETS . . . 


1952 MARKET DATA & DIRECTORY NUMBER, 
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and by personal follow-up, the sales 
of “product X” developed very sat- 
isfactorily. 


® THE MOST IMPRESSIVE INSTANCE 
where our advertising paid off oc- 
curred just previous to reinstate- 
ment of priorities 

We released a trade paper adver- 
tisement featuring the redesign of 
one of our machine tools which then 
sold for better than $10,000. Actual- 
ly, before our copy of the magazine 
arrived, we received a phone call 
from the owner of a small tool and 
die shop, giving us an order number 
and concisely stating, “I want one 
of those machines advertised in 
Send me one at once.” 


Stanley M. Stewart 
President 

Stewart Iron 
Works 


vincinnat 


® THE rmpPact of industrial advertis- 
ing cannot be overestimated, nor 
can its cumulative effect be mini- 
mized. 

Recently we received an inquiry 
from a large manufacturing plant in 
southern Ohio which resulted in the 
sale of 20,000 feet of industrial chain 
link wire fence. The transaction 
was initiated by the plant superin- 
tendent who saw our advertising in 
Mill and Factory. We consider this 
an outstanding example of the value 
of industrial advertising 

Industrial advertising is an indis- 
pensable part of our promotion pro- 
gram. We attribute much of our 
success to this medium 





t Publishing Co. . . has 


ftices Park Place 





Mail questionnaires 


sontinued from page 37 








surveys. If the facts wanted are of 
a delicate nature (why, for example, 
is a certain make of product losing 
in popularity?) you may get the 
information more accurately by per- 
sonal call than by mail. For rea- 
sons of discretion, many people dis- 
like to put into writing anything of 
an adversely critical nature. They 
fear repercussions. They may not 
even be willing to voice their criti- 
cisms orally, but there is much more 
chance of getting their opinions that 
way than through writing 


Buying Influence . . A common 
need in selling anything to industrial 
companies is information on the rel- 
ative influence exerted by different 
members of those companies. How 
much influence in the sale of my 
particular product does the chief 
engineer exert, how much the high 
brass, the purchasing agent, the 
metallurgist? Getting this informa- 
tion is one of the least satisfactory 
jots done by mail surveys. Or for 
that matter, by the average personal 
call survey 

Ask practically any man con- 
nected with any business if he in- 
fluences the, decision on practically 
anything done by the company and 
he can answer “yes” truthfully, and 
probably will. It’s all a matter of 
degree, and you have the devil's 
own time measuring the degree by 
mail or personal call. Ask the pic- 
colo player if he is an important 
member of the orchestra, and he 
will answer yes. If he doesn't he 
isn't a good piccolo player 

You can get the answer to this 
highly important question of buying 
influence, but not by one letter or 
one personal call on the subject 
himself. For every company has its 
own peculiar buying pattern. You 
might get the answer from the com- 
pany itself, but it will be difficult 
because of personalities involved, 
because of ego-protection, and be- 
cause the ccmpany has probably 
never looked at its own procurement 
practices objectively. “Come to 
think of it, the general manager 
never does come to a final decision 
without getting an opinion from Joe 
Simonson. Joe's title? I don’t think 





Two-Fold 





Verification 


GAS with its C.C.A. audit report of September 4, 1951 is one of the 
first publications to have its circulation verified by the Controlled Cir- 
culation Audit 


GAS was ready for this verification, because early in 1949 we adopted 
a Verified Readership Plan to give an exact answer to the big question in 
advertisers’ minds “What percentage of the recipients of a publication 
are actual readers?” This plan, since then in effect, eliminates non- 
readers, who are worthless to the advertiser and costly to the publisher. 


GAS CIRCULATION PLAN 


TeltalititcieMe dcteleisiawe as controlled circulation is made up of 
names from the confidential customer- 


lists of 51 advertisers, manufacturers who are actively selling this in- 
dustry. Each name is therefore positively identified for buying influence. 


WeSSLaT eRe a-telet-taee = in addition, each name is verified as an 

interested reader by a signed statement 
that he “Reads GAS regularly and wishes to continue receiving it.” To 
insure accuracy and substantiate all readership claims the entire plan 
is further certified by an independent public accountant. 


eee 
For the past twenty-six years, the editors of GAS have been telling the 
story of natural gas. Both editorial and circulation coverage of GAS 
have been expanded to keep pace with this now dominant branch of the 
gas industry. Natural gas companies will spend nearly 1% billion dollars 
for new construction in 1952. More than half of all editorial features are 
devoted to operating information . .. the how and why of methods; the 
techniques for better production, transmission, distribution and utiliza- 
tion of gas. 


You reach more gas company readers 
and at the lowest cost per thousand 
when you advertise in GAS 


GAS carries more editorial and 
i peges “per issue” 

then any other gas publication 
LARGEST CIRCULATION IN THE GAS INDUSTRY 


Write for copy of the latest C.C.A. Verification Audit Report 


wD 


A JENKINS PUBLICATION 
198 South Alvarado Street 
Los Angeles 4, California 
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INDUSTRY- 
CONTROLLED... 


INDUSTRY- 
OPERATED... 


AMERICAN FOUNDRYMAN 
Exjoys + ** an unquestionable 


reputation for Editorial Integrity in all 
branches of the foundry field . . . Aluminum 
and Magnesium, Brass and Bronze, Educo- 
tional, Gray Iron, Malleable, Pattern, Sand 
and Steel 
This reputation has been reflected steadily 
through a growing acceptance of AMERICAN 
FOUNDRYMAN as the technical authority on 
the latest information pertaining to the de- 
velopment and manufacture of cast metals. 
Management . . . process control officials 
production groups in their search 
for new and improved methods of foundry 
operation, all consider ‘The Foundrymen's 
Own Magazine” a reliable source of de- 
pendable information on new foundry 
developments and improvements. 
The combined preferences of AMERICAN 
FOUNDRYMAN readers — technical medium 
of the foundry field — represent the pur 
chasing power of leading foundries 
That's why AMERICAN FOUNDRYMAN is read 
from cover to cover that's why a 
thought-provoking reader interest carries 
over to the advertisements and soles mes- 
sages included in the pages of ‘The 
Foundrymen's Own Magazine. 


AMERICAN 


@ ; Aceon 
1. 8. M. Building 
Chicago 5 .Iil. 
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he has one. 

But the man who knows all about 
the Joes and their hidden influence | 
is iikely to be the salesman who has 
been calling on Joe’s company for | 
years. He has to find out about the 
Joes in order to be successful at his 
job. So instead of asking the works 
manager or metallurgist, “How much 
influence do you exert?”, you ask 
the distributor salesmen 0: 
salesmen who call repeatedly on the 
companies that buy the product. 


lirect 


Propinquity and Inertia . . Above 
all, avoid the blue-sky type of ques- 
tion, such as “Why did you select 
your present make of lubricant, V- 
belt, or speed reducer?” The fact 
that you drive a Chrysler instead of 
a Buick, smoke Luckies instead of 
Pall Malls, married a brunette in- 
stead of a blonde, is the result of 
influences, among them 
and 


countless 
propinquity, chance, inertia 
(“It was raining and we were in 
Peoria”). You will never get at the 
truth of such an involved matter as 
preference by simply asking a flat, 
bald question 

The answers you do get are likely 
to be more delusive than illuminat- 
ing. Reasons for preference can be 
obtained, but by the slow, patient, 
psychiatrist’s-couch, depth-interview 
By expert probing, you can 
influences that 


method 
uncover 
may have receded from the buyer's 


governing 
consciousness. 
Weigh that Bias . . To be worth 


must, of 
Size alone 


anything your 
course, be representative 
does not guarantee representative- 
ness. You can survey 40% of your 
field and still select an atypical por- 
tion, or survey a carefully selected 
10% and arrive at a result that may 
reflect the Take, for ex- 
ample, the common question of 
brand preference: “When you think 
of mechanical rubber goods, what 
brand comes first to your mind?” 
Even in the case of products with 
national distribution, there is usual- 
ly a certain geographical bias likely 


survey 


whole. 


to exist. For reasons of sales ef- 
fort, or plant location, or some oth- 
er, one brand may be particularly 
strong in the Midwest, or in New 
England, the South, or the Pacific 
Coast. If the number of responses 
from each area does not parallel the 


PULLING 
POWER... 


AVIATION AGE outpulls 
all other magazines 
in the aviation field 


Every month, AVIATION AGE pulls 
an average of 4000 inquiries . . . from 
key buyers of the Air Forces, of 
aircraft manufacturers, airlines, air- 
ports, aircraft service forces. 
Buying power of these readers is 
attested by the high proportion of 
inquiries that result in sales. 
Another reason why AVAGE 
should be on your schedule — because 
it reaches the buyers in aviation to 
produce sales results for advertisers. 





iation Age 


a4 €onwovese 


wast Pubar 





Among aviation publications: 
ied cir 
vAge yses a contro’ 
Only Ave, that gives thor ough 
industry-wide coverage 
ONLY AvAge reports industry wide 
technical developmen'* 
ONLY AvAge pulls so many soles- 
producing inqviries. 
tor- 
AvA yses the king-sz¢ 
omy * ~ every ad preterred 
position 


ONLY AvAge gives you the best all 


round buy for your advertising dollar. 














205 East 42nd Street, N. Y.17, N. ¥. C2 GER 
AVIATION’S TECHNICAL MAGAZINE 





“Ihe TOOL 
ENGINEER 


talks your 


“Tool engineers” is the name 
industry has adopted for the 
men whose responsibility it is to 
plan and equip the processes of 
manufacture. Machines, tools, 
gages and allied manufacturing 
equipment are his concern. 


Regardless of his actual title— 


whether President, Production 


Manager, Master Mechanic or 


Preduction Engineer, etc. — the 


tool engineer talks your ien- 


guage. 


You can tell him straight from 


the shoulder what you have to 


offer knowing that he not only 
understands but is 
LOOKING for such 


tion. 


informa- 


EIGHTEEN THOUSAND of 


these tool engineers are mem- 
bers of the ASTE. The publica- 
tion they read above any is 
their own magazine . . . 


SIhelool 


- 
Engimeer 
OF THE AMERICAN 
TOOL ENGINEERS 


PUBLICATION 
SOCIETY OF 


actually 





proportion of your market in each 
area then the total will not be repre- 
sentative. So it is best to group 
them by areas. 


What's a Good Return? . . What's 
a good return on a mail question- 
naire? It all depends. Sometimes 
a 15% return is excellent. Other 
times a 60% response is just fair. 
Here are the returns on some typical 
mail surveys in the industrial field: 


Subject of survey Returns 





ds 499 
46% 
56% 


JU 


Safety go 
High-grade paper 
7ears 
Mechanical rubber goods 
Industrial work gloves 
ide 27% 
45% 
63% 
portance of pipe brand name 44% 
The recipe for high returns from 
mail questionnaires is equal portions 
of courtesy, clarity and convenience 
to the recipient who gives you the 


information you want. 


Hire salesmen faster 


rontinued from page 43 





5. Education, work habits 

6. Knowledge, personal 
ground. 

These results indicate to me that 
more attention needs to be centered 
on determining ambitions and per- 
sonal habits of applicants. 

One out of three of the distribu- 
tors surveyed planned to hire sales- 
men within the next six months. 
But one distributor said: “We have 
been unable to get the right type of 
men for ten years.” 

Most of the distributors relied on 
the interview and a check on refer- 
ences and experience in deciding 
who to hire. Only one out of seven 
used aptitude tests. 

Once you have perfected your in- 
terviewing technique, you will want 
to put it to work among the follow- 
ing nine steps. When you first look 
at the list, you may ask, “Is all this 
necessary?” It may look elaborate, 
but sit back and reflect. 

For practical purposes, isn’t this 
the procedure you really aim to 
follow? But somehow you may 
neglect one or two steps. If you 
follow this list conscientiously, you 


back- 








“Te TOOL 
ENGINEER 


talks your 


Published by the American 
Society of Tool Engineers, the 
TOOL ENGINEER is devoted 
exclusively to the interests of 
18,000 tool engineers whose re- 
sponsibility it is to select and 
specify the equipment and 
processes to manufacture any 
product in quantity. 
According to a recent survey 
(copy on request) 88% of such 
purchases are initiated by the 
tool engineer in plants having 
over 5000 employees. 
TOOL ENGINEER magazine 
talks their language—your 
language. Its editorial content 
covers processes, equipment, 
techniques and Ton wg Its 
advertising pages are literally 
blueprints for tool engineers. 


Over 80°,, at their own re- 
quest, receive their copies at 
home—where they have more 
time to study what you have to 
offer their companies. 

Tell him your story through his 
publication ... 


Jueloo! 
Enagimeer 


A.$.T.E. BUILDING 
10700 PURITAN AVE... DETROIT 








Reach the Key Men... 


ct 


HEATING and 


148 LAFAYETTE STREET 


Consulting 
Engineers 


Architects 
Engineers 


iMatamVagsate| 
Buying iyuivan 


Contractors 
Engineers 


Equipment Design 


VENTILATING'S ¢ 
eri Engineers 


Buying Power Su 

>. Cittes ot ! | 
i. aa hath of asa t tors W Industrial Plant 
. Bes: ue na —o : Engineers 


100,000 o 


Public Utilities 


Engineers 


Government 
Engineers 


Sales 
Ergineers 


Operating 
Engineers 


NEW YORK 13, N. Y. 








This Emblem Means 
IT'S EASY FOR YOU 


to Get Media and Market Data 


Annual Market Data 
& Directory Number 


When you see it in the advertisements of business publications — in their 
promotion copy in folders, on blotters, in circulars — you are being 
reminded that the publication has filed its complete reference data in The 
Market Dota & Directory Number. it means you can find facts on the pub- 
Hication'’s editorial services, circulation, influence, market studies, and 
similar information, adjacent to complete data on the market it serves. 


actually save time, and your chances 
of hiring right are likely to be good. 
With this list, some organizations 
have attained an accuracy of 85% 
or better in selecting salesmen: 


1. Recruit. (You can’t do a good 
job of selection, if you haven't 
enough applicants to choose from.) 

2. Hold a preliminary interview 

3. Outline the job 

4. Give the man an application 
form 

5. Interview him for selection. 

6. Give him personal aptitude 
tests 

7. Check references 

8. Have him take a physical ex- 
amination. 

9. Interview him at home. (This is 
important. Many men fail as sales- 
men, because of unsatisfactory con- 
ditions at home.) 

This is the basic structure of a 
practical procedure for appraisal 
and selection. If you use it and 
build on it, you can save consider- 
able time and money in hiring the 
best salesmen for your company 





Three new members . . 


ratories in stria 


Robert D. Handley . . advertising manager 
£ylvania American Viscose Cor; 
New York, has resigned, effective Dec 
to become administrative assistant =) 
Charles E. Jones, president, Western Pack- 
age Products Co., Pasadena, Cal., con 
verter of transparent majgrials. Mr. Han 
5 


Ney is vice-president of the Industrial Ad 


vertising Association of New York 
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1201 /circle on Readers’ Service card 


How 23¢ tax dollar can 
help you build new markets 
“What can a business profitably do with 
its 23¢ tax dollar?” is the title of an anal- 
ysis made jointly by Associated Business 
Publications, Inc., and J. K. Lasser & Co. 
It outlines five steps to take including 
(1) strengthening present markets, and (2) 
building new markets for tomorrow. 


1202/circle on Readers’ Service card 
Market Identification Kit 

If you sell to industry, you'll be inter- 
ested in the “Market Identification Kit" 
which is useful in identifying and reting 
markets, selecting buying influences and 
defining channels of distribution. It ex- 
plains the steps to take in determining the 
methods by which your product will be 
distributed. McGraw-Hill offers a booklet, 
“How to market your output under today’s 
conditions” which gives additional infor- 
mation about the kit. 


1203 /circle on Readers’ Service card 
Build and keep good mailing lists 


“Mailing lists and regulations” is the 
title of a 20-page booklet offered by S. D. 
Warren Co., Boston. Special sections cover 
(1) addressing methods, (2) form of mailing, 
and (3) postal regulations. 


SSCS CSREES ESSE eee eee eeeee 
1204 /circle on Readers’ Service card 


1950 farm equipment statistics 
from U.S. Census of Agriculture 

Here's a reprint from Implement & Trac 
tor’s 14th Annual Statistical Number just 
published (Nov. 24, 1951). Published for 
the first time are figures from the latest 
(1950) U. S. Census of Agriculture. Here 
are 44,000 never-before-published county 
and state census figures. For example . . 
motor trucks on farms . . farm cash in- 
come . . farms with electricity. 


SSS SSE SESE eee eeeeeeee 
1205 /circle on Readers’ Service card 


Picture book outlines 
history of outdoor advertising 
“Advertising in public” is an excellent 
compilation of histcrical facts on outdoor 
advertising beginning in Egypt 3,000 years 
ago. Its large pages (16'/2x12”) are pro 
fusely illustrated. We estimate that it cost 
well over a dollar to produce this book. 
It's something you won't throw away. Of 


>» 
> 





re * Send for these helpful selling tools 


fered by John Donnelly & Sons, Boston, on 
the occasion of the company’s 100th anni- 
versary. 

SSCS STE SSH HESS SSESSESSEeeeeeeeeee 


1206 /circle on Readers’ Service card 


New edition of automobile 
facts and figures ready 

Jammed full of information valuable to 
any company selling directly or indirectly 
to the automotive industry, this 80 page 
study published by the Automobile Manu- 
facturers Association is a must for your 
library of market research materials. It 
answers practically any question about 
motor vehicles, such as the average age of 
cars owned by unskilled workers . . what 
per cent of car trips are for business? 


SSSSCSSSS SSS SES SESS ee eeeeeeeeeeeeeees 
1207 /circle on Readers’ Service card 


25 ways to merchandise your 

business paper advertising 
Here's a 12 page booklet offering specific 

ideas for merchandising your business pa- 


Readers’ Service Dept. 


5112 


per advertising. Published by “Plumbing & 
ly deal with ads that appear in that pub- 
lication . . however the basic thinking can 
apply to advertising appearing in any 
business publication. This study tells how 
to follow-through on your space acdvertis- 
ing and make it pay off even more. This 
is good information. Get a copy. 


1208 /circle on Readers’ Service card 


Portfolio of scenic views 
for office murals 


For decoration, for “atmosphere” in your 
office, your reception room or your home, 
there is nothing more beautiful than a 
warm, richly-toned sepia wall mural of an 
unforgettable scene. Here's a catalog of 
186 scenic views available in many sizes 
ranging from 16x20” to 60x100". Prices 
ranqe from $5.30 to $70.50, mounted. For 
exemple a 30x70” mural, mounted is 
$22.50. Offered by RCS Studios, Chicago. 
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Please send me the following 
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PRODUCTS SOLD 
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ADORESS 
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City & ZONE 


*Note inquiries for items 
not serviced beyond March 15, 
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First Class Permit No. 85, Sec. 510, P. L. 6 B.. Chicage, Ml. 


REPLY CARED 








Readers’ Service Dept. 
INDUSTRIAL MAREETING 


200 East Illinois St., Chicago 11, IL 











marketi ng a ids 


*% Send for these helpful selling tools 


1208 /circle on Readers’ Service card 


A guide to 
technical manual procedure 
What about your instruction books, serv- 
ice instructions, parts catalogs and opera- 
tion manuals? Are they well organized, 
well written, well produced . . or are they 
confusing to the reader . . perhaps ob- 
solete? Do you have the problem of pro- 
ducing manuals in connection with gov- 
ernment contracts? The Technical Manual 
Dtvision of Grant-Jacoby Studios, Chicago, 
offers a literature portfolio of interest to 
anyone ponsible production of man- 
uals. Of particular interest is, “How to es 
timate government technical manual costs.” 








1210 /circle on Readers’ Service card 


How to use color 

on corrugated boxes 

Hinde & Dauch Paper Co., Sandusky, 
Ohio offer a manual intended to help 
manufacturers improve their products 
through proper package design and color 
selection. Special sections deal with color 


Lx 





~‘ 


combinations, the “Munsell Color Tree,” 
and color’s functions. 


A211 /circle on Readers’ Service card 
1950's best ads in 
merchandising publications 

Ad managers and agency executives 
preparing advertising for use in merchan- 
dising publications should hove a copy of 
this 20-page booklet which reproduces 
winning ads from the Associated Business 
Publications’ 2nd annual competition for 
advertising in merchandising publications. 
Don't confuse this with book showing win 


more than 35 winners in seven groups 


1212/circle on Readers’ Service card 


Primer on industrial advertising 
Sure, you know the fundamentals of in 
dustrial advertising . . bui you'll still want 
a copy of this 32-page primer published by 
the Harris D. McKinney Organization, Phil- 
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BUSINESS REPLY 
First Class Permit No, 85, See. S10, P. L. & B., Chicago, Ml. 


CARD 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, IL 
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adelphia. It's excellent to quote from when 
you run into one of these characters who 
hasn't seen the light as far as the “why” 
of industrial advertising is concerned. 


1213 /circle on Readers’ Service card 


What product designers want 
to know about your product 
Here's a handbook to guide you in pre 
paring effective printed product informa- 
tion. Published by Sweet's Catalog Serv- 
ice, it tells in the product designers own 
words what he wants to know about ma- 
rials, finishes and components. Typical 
good information offered in this 32-page 
handbook is a checklist of types of infor- 
mation needed by product designers. 


1214/circle on Readers’ Service card 


Btudy shows growth in use 
of light metals since 1946 


“Modern Metals” has just completed a 
study showing that 200 producers, 7,500 
fabricators and 9,500 product manufactur- 
ers will handle $2,500,000 worth of alu- 
minum, magnesium and titanium in 1952. 
If you have a sales message for this mar- 
tet, it'll be worth your time to read this 
brochure. Three charts plot growth in use 
of these metals since 1948. 


1218 /circle on Readers’ Service cord 
Picture story of how 
an advertising agency operates 
Advertising agencies are usually so 
tusy telling the public about their clients 
that they completely forget about sounding 
off about themselves. But not James 
Thomas Chirurg Co., Inc, of New York 
and Boston. Each year they get out an 
anual report . . darn interesting reading. 
Actually it's a picture story of what they 
do . . and how they do it. 


PPRRSEE ESL E LE EEE ETE TEE EEE EEE EEE 
1216 /circle on Readers’ Service card 


Ten things necessary 
for a good letterhead 


Thinking about redesigning your letter- 
head? This brochure offers ideas to help 
you achieve good letterhead design. In- 
cluded are 15 examples of good design 
and a checklist of ten fundamental ele 
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1201 1202 1203 ments necessary in the make-up of a good 
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1213 1214 1215 








necessary. Paint your ladders bright 
colors, and print your company 
name all over them. This makes 
retrieving much easier if other ex- 
hibitors find it necessary to “bor- 
row” them 


8. Take two or three brooms with 
you or a vacuum cleaner. Most 
shows provide daily clean-up serv- 
ice; however, there are in-between 
times when you may find it neces- 
sary to hit the high spots 


9. A telephone at your exhibit is 
almost a must. Place your installa- 
tion order well in advance of the 
show. Specify actual installation 
not for the day the show opens, but 
rather for the day you arrive to 
start erecting your exhibit. It’s just 
as important to have the conveni- 
ence of a phone during this pre- 
show period, as it is during the ac- 
tual show. Have your phone in- 
stalled on a table or desk near the 
rear of your exhibit. Don’t install 
it in concealed closets or store rooms 
behind your exhibit. If you do, you 
won't be able to hear it ring over 
the noise of the show 


10. A tool chest is anothe: 
“must.” It should carry saws, ham- 
mers, screw drivers, nail-pullers, 
steel rules, flash lights, wire, rope, 
string, chalk, nails, screws, etc 
Build your tool chest of extra heavy 
wood . . it can serve as its own ship- 
ping container. After you've used a 
tool, put it back in the chest right 
away. If you don’t, the odds are 
that you won't see it again 


11. Ask your exhibit builder to 
supply you with small cans of touch- 
up paint just in case any part of 
your exhibit gets scratched or dirty 
Also, take along touch-up paint for 
your own equipment. And don't 
forget paint brushes, and a hand 
paint spray gun 


12. Learn the names of the car- 
penters, electricians, plumbers, etc., 
who work on your booth. They're 
usually pretty okay guys, and it 
doesn’t do any harm to treat them 


Among manufacturers of 


EXAMPLE No. 18 


HOUSEHOLD FURNITURE 


1030 MAJOR PLANTS EMPLOY 


197,528 


— account for 78.2 °% of total employment, 


98° of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of these 
1030 key plants in the United States — those with over fifty employees 
by name, location, number of employees, and chief product manufac- 


tured. 


The Household Furniture field includes wood and metal household 
furniture and reed and rattan furniture. This field is only one of 144 
segments of manufacturing industry. In each of the 144 segments, Mc- 
Graw-Hill's Census isolates, identifies, classifies and rates the worth- 


while manufacturing plants. 
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The 
Envelope 
that saved 
both cash 
lipstick! 


and 


serious 


This 144-page, pocket- 
size Handbook — prac- 
tically an encyclopedia 
of envelope usage — is 
full of just such profit 
opportunities as the 
one mentioned above. 





— 


Available nou 


paper or emt elope merc hant 


When a large department store traced the 


loss of small coins from cashiers 


envelopes to a failure to seal the envelopes 
securely, they found the reason: the girls 
were skimping on moisture to save their 
lipstick! The store's envelope supplier sug- 
gested open-end Self-Seal® envelopes, which 
require no licking 
and the cash stayed in! 

It pays to use the RIGHT envelope. And 
the new U.S.E. “Handbook of Envelope 
Products and Purposes” makes it easy for you 
to find just the right envelope for every job 


. . the lipstick stayed on 


through your printer, or 


Ask him to 


secure a copy for yor eae 


st h UNITED STATES ENVELOPE CO. 


14 Divisions from Coast to Coast 
SPRINGFIELD 2, MASSACHUSETTS 





200 PUBLICATIONS 


INDUSTRIAL MARKETING 
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For Authonitatwe facta on 
85 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of 


see your copy of the new 1952 edition, 


MARKET DATA & DIRECTORY NUMBER 


If you send out for coffee 
include them in 


nicely 
and sandwiches, 


13. Have a fire 


mounted at some convenient spot on 


extinguisher 
your exhibit 


14. When you buy an exhibit, 
have the designer include two small 
“back rooms” 
chest, literature, and miscellaneous 
the other room for hats and 


one to store the tool 


items 


coats 


15. Don't 
hooks, etc 


forget coat hangers, 


16. Light bulbs and tubes may 
burn out or get broken. Take some 
extras along 


17. Keep a record of when you 
workmen arrive for work, and when 
they leave. It's just good business 
18. Eat regularly, and get enough 
If you drink, drink moder- 
It’s no fun to be sick or have 


sleep 
ately 
a hang-over when you're setting up 
an exhibit 


19. If it’s a 


have your wife pack a jacket, and 


wintertime show, 
a good heavy sweater also an 
extra “work” and hat 
Some exhibition halls are not heated 
Take along 
galoshes or rubbers. You'll be glad 
you have them if your space is in 
an area with a cold cement floor 
Also ask the little lady to pack some 
cold tablets, nose drops, Vick’s salve, 
etc.. so you'll be well prepared if 


cold in 


overcoat 


until the show opens 


you succeed in getting a 


spite of everything 


20. Before or during the show, 
You'll 


have one less job to do after the 


prepare return shipping tags 
show closes 


21. If your show closes on a Fri- 
day or Saturday night, wait until 
Monday morning to start the tear- 
down. Most auditorium managers 
will not object to this unless an- 
other show is moving is right on 
the heels of yours. By waiting, you 
will avoid paying overtime rates for 
Saturday and Sunday labor. An- 
other advantage . . you can spend 
the weekend seeing the show city 











22. Watch other exhibits and ex- 
hibitors for ideas you can use 

Experienced trade show exhibi- 
tors have found that the right way 
is the easy way . . and the easy way 
calls for plenty of advance planning 


[Do you have any suggestions to 
add to this list? If so, mail them 
to the Editor, Industrial Marketing, 
200 East Illinois St., Chicago 11, Ill.] 





A fourth edition . . 


rk 


GB 20 Setected Reaters 


| 
| 


provide maximum 


at 


ALL Fin i GUE ting 


buying-influence 
levels 


WHY Power Engineering — 


a sound buy for 55 years— 
now offers the outstanding value in its field: 


@ EDITORIALLY 


Newly-expanded editorial facilities guar- 
antee unequalled readership, page-for- 
page, compared with any magazine in the 
power field. 


@ APPEARANCE-WISE 


Makeup specialists, backed by quality 
prirting plant, assure topflight appeear- 
ance, whether on front cover or inside 
pages. 


@ CIRCULATION-WISE 


Power Engineering's selective circulation 
program means a broader coverage of 
“wanted” customers and prospects than 
any other power publication we know of. 


@ DOLLAR-WISE 


Compare what you now pay for power 
field coverage (12-page rates): 
POWER ENGINEERING 
Three other power field 
range from 


$385 
publications, 


$400 to 590 


NEW pata Folder gives useful information about POWER ENGINEERING’S 


market, editorial purpose, advertising rates. 


have a District Manager call. 


x fou 


We'll be glad to send a copy, or 


TECHNICAL PUBLISHING CO., 110 §. DEARBORN ST., CHICAGO 3, HL. . 
Publishers also of Plant Engineering 





New 





For Up-to-the-Minute Market and Media Data 
use your 


1952 edition 


MARKET DATA & DIRECTORY NUMBER, 
INDUSTRIAL MARKETING 


of the 
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picture 


Readers of the Iron and Steel Engineer are a satisfied 
group because the editorial articles appearing in this 
No. 1 publication of the steel industry are actually 
requested by them. It keeps them abreast of ‘*‘what's 
going on" in the industry. The advertising pages pro- 
vide ideas for cutting costs, improving efficiency, and 
for increasing production in their plants. Are you reach- 
ing these diligent readers who are the important buyers 
in this billion dollar annual steel mill market? Get the 
Iron and Steel Engineer facts today. 


Write for N.1.A.A. Sales Promotion 


1010 Empire Building 
Pittsburgh 22, Pa. 


ore Sales with HEININ 


Loose-Leaf Binders 


® Many of your suppliers—if 
not most of them—probably 
use Heinn Loose- 
Leaf Binders to 
help make sales 
to you. This is a 
reasonable claim, 
since practically 
all leaders in ev- 
ery industry use 
Heinn Binders. 
Custom-styled, 
job-planned Heinn 
Binders can help 
you step up your 
own sales... at 
the lowest opera- 
tional cost per 
unit per year. 
Write for the 
complete story. 
@ CATALOG COVERS 
@ PRICE AND PARTS BOOKS 


@ SALES AND INSTRUCTION MANUALS 
@ PROPOSAL COVERS @ PLASTIC TAB INDEXES 


THE HEINN COMPANY 


TEM OF CATAL 
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From Washington 


sontinued from page 25 





When the report appears it will 
be the first of its kind in more than a 
decade 

Just before World War II, FTC put 
out expenditure figures including 
advertising expenditures . . for 86 
industries. It showed that advertis- 
ing costs seldom exceed 4% of net 
sales, and in most industrial fields 
fell below 1% of net sales. 

Though the earlier FTC report 
stands as one of the few authorita- 
tive studies in this field, it was sub- 
sequently abandoned after industry 
sources contended that the commis- 
sion reached too broad a conclusion 
from a limited sample 

Bureau of the Budget, which sets 
statistical standards for the govern- 
ment, says the new FTC-SEC sam- 
ple should be very reliable 


74% Production Rise . . Census 
Bureau and Federal Reserve Board 
have just issued an index presenting 
the physical volume of 1947 produc- 
tion in terms of a 1939 base. The 
breakdown is by 18 major industry 
groups, and is designed to show the 
actual increase in output that oc- 
curred in the period between the 
1939 and 1947 censuses of manufac- 
ture. 

Biggest increase is in electrical 
machinery with an increase of 186“; 
Other machinery increased 167%; 
chemical and allied products 116%; 
transportation equipment 104% 
Average increase for all manufac- 


turing was 74° 


Visitors . . here at their own ex- 
pense are seeing the U.S. at work 
from mine-pit to factory floor to 
board-room, from loading platforms 
to super-market shelves. One group 
of 300 here during late November 
included owners and managers of 
340 corporations with total invest- 
ments of nearly $7 billion and em- 
ploying more than 2,000,000 workers 


‘Operation Impact’ . . Economic 
Cooperation Administration has 
rallied industrial leaders to support 
“Operation Impact” an outright 
propaganda campaign to “sell” Eu- 
ropean industrialists on the free en- 
terprise system 








ECA has been bringing literally 5 
hundreds of Europe's top industrial- Paper PuLp MARKET 
ists here to visit U.S. plants and AND = 
meet American business men. “It’s : 
American management's job to sell 
this group of men on a single idea e* : . ae. 
that Europeans should carry for- ] ; 
ward the kind of continuing revolu- b U yl n g big! oe . F 
tion in manufacturing and merchan- F : 
dising that has made the United 


States the economic colossus of the 
world,” ECA says P i, @g a ft 
«22 An te e aper naus "YY 


ABC's of CMP .. Bit by bit, NPA 
seems to be developing within CMP e e ‘d, 
what might be considered a two- ts its gut Ce 
band priority system. On paper, all 
CMP tickets are supposed to have 
equal standing. But in fact, NPA 
increasingly is giving preferred sta- 
tus to tickets bearing the program ucts! .. . The Paper Industry, is your quick, authoritative, accepted entree to 
symbols A, B, C and E (military 
and atomic energy) 


RiGHT NOW is the time to bear down hard on selling this fabulously-growing 
market — America's 6th largest, buying more than 4000 separate prod- 





Key People and Buyers in this industry who spend billions for equipment and 
This process wes fivet developed materials . . . Buy "'P.!." Reader Preference! 

during the copper strike, when NPA Reach them EVERY 
ae ahs ™. each them EV Reach them EVERY 
aaatruehe d mills to ship A, B, C and MONTH in The PAPER DAY in The Paper and 
E orders before filling others. Sub- INDUSTRY, oldest Pulp Mill Catalog. 
sequently steel, copper and alum- : monthly magazine; No other book like it 
largest ABC circula- in the industry. RE- 
tion: $185—lowest 12 SERVE SPACE NOW. 
time Page Rate. See SRDS 


inum producers were authorized to 
reject any CMP tickets they wished 

other than A, B, C and E orders 
In the past few days, this principle 
has been extended to chemicals and 
to so-called “non controlled” ma- 
terials. Recently, for example, elec- 
tric conduit industry asked permis- 
sion to reject CMP orders, other 
than A, B, C and E tickets. Indus- 
try members claim freedom to “pick 
and choose” protects normal chan- 
nels of distribution and promotes ef- 


ficiency 
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A new booklet. . 


ess written by Albert | 


gees HEAT 


~ COVERS THE PROBLEMS 

“OF MERCHANDISING 
—SALES - INSTALLATION 
i= + SERVICE - 
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| = MANUFACTURED GAS 
v= NATURAL GAS «+ L-P GAS 
‘ ——~~ Write for statistical data 
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ffices to 33 South Clark St. Chicag J 17 &. 37th St. NEW YORK 16, N.Y. 
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Employe, public relations 


ntinued from page 64 


COAL ade m | NG- Read by Men luncheon in the beautiful lounge for 


the factory women. 
The Wives Club is encouraged by 
the company and is regarded as an 





important “influence group” for the 
good of the whole community. It 
exerts its good influence daily upon 
the people who work in the plants 
and is most helpful when programs 
¢ like that for blood donations come 
COAL MINING guar- (Pe tion? tide ~ along 
antees national coverage of “ca 4° Ming © : of S, In Coleman's book, you can’t drift 
KEY MEN ONLY in deep * Corp “*tiong “soe 2 along for months without saying 
and strip mines. a anything of value or consequence to 
COAL MINING reaches employes, and then suddenly blast 


important buying ‘aieenres forth with an appeal for this cause 
eibour as o ween in Che or that. The good, trusting relation- 
tmnou £ Ci 4 x 


. , , ship must exist continuously, and 
culation . . . ste _ — a. \ ; when the need for support of a 
for your advertising mIVES- 4 cause comes along, the spirit to help 
ment. and cooperate is already there. Get 
people aroused to the rightness and 
the soundness of the cause, and em- 
5403 Clairton Bivd. Pittsburgh 27, Pa. ployes will carry the ball cheerfully 
the rest of the way 








To keep in touch with employes, 
Coleman uses many good commu- 
nications devices. Its “Spot-lite” is 
a lively and informative monthly 
magazine Bulletin boards carry 





spot news and interesting picture 
features. Top executives write let- 
ters frequently to the homes of em- 
pioyes, on subjects of particular 
interest to workers. Coleman uses 
“Squawk Boxes,” where employes 
may drop any comments on any 
subject Employe attitudes are 
periodically checked by a competent 
research organization. The compa- 
ny is a great believer in foremen’s 
meetings and in group meetings of 
employes 

Whenever any important move is 
to be made that might affect em- 
ployes, the entire union executive 
council is called together and the 
story told to its members. Another 
meeting is held with supervisors and 
they arv given the story . . all of this 


Ask for folder on 
stock and special 
sales tools. 


before the news is released general- 
ly. Recently, when the company 
decided to purchase a local aircraft 


SSSCSSSSSSSSSSSSSSSSSESSSSESSSSSSSSSSSESSEESESESES 
SOSOSSSOSESESESEESEESSEEEEOEEEEEEEESEEESESESESESS 


plant, the reasons for the move were 


Sates “Tools, SPP made clear to both these groups be- 


fore the news was given to employes 
1226 WEST MADISON STREET through the employe publication. In 
ra liet Wcle meal eal fell: | this way, two important “influence 





groups” had a complete explanation 
with which to answer questions and 
squelch rumors 

The company’s participation in 
community affairs is plentiful and 
continuous. Coleman has no formal 
community program, but it does 
more than its share as a good neigh- 
bor of Wichita. The same general 
policies prevail at a Coleman water 
heater plant at La Porte, Ind., and 
two factories in Toronto 

The blood donor campaign which 
zoomed over the top at Coleman's 
Wichita plants is not its first suc- 
cessful campaign among employes, 
and it’s a long way from being the 
last. If the management feels a little 
cocksure about the success of these 
ventures (and if it does, it has a 
right to), it is because the drives are 
based on simple, sound principles 
Taken in order, they are: (1) If you 
want to get behind a campaign, be 
sincere about it yourself. Don’t ex- 
pect the employes to support some- 
thing while management people 
stand idly by: (2) Be enthusiastic 
about the carnpaign. Employes are 
asked for money, lots of it, often 
If your attitude doesn't reflect en- 
thusiasm for a cause, how can you 
expect employes to be enthusiastic 
about it? (3) Give them credit for 
what they do. Make a public ac- 
knowledgement of their share, and 
if it’s the lion’s share, say so 

Maybe a fourth pointer might be 
to take a little tip from Barnum 
Probably every reader of this de- 
partment has succumbed to the 
wiles of the showmanship that this 
circus man created, and has paid 
his money to pass, starry-eyed, 
through the Barnum gates 
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Advertising Effectiveness! 


Tested Results 

Here are some 1/9-page advertisements from 
HEATING & PLUMBING EQUIPMENT 
NEWS, with the inquiry-producing record of 
each. These inquiries are forwarded to ad 
vertisers by our Reader Service Department; 
the figures do not include inquiries which the 
advertiser received directly 

Whether or not you are interested in getting 
inquiries, you do want your advertising to be 
read . . and these typical results prove the 
readership that advertising in HPEN is get 


ting 


What's the Reason? 


HPEN is the only peper that gives contrac 
tors, dealers and wholesalers the information 
in which they are most interested news of 
new products in, the heating, plumbing, venti- 
lating and allied fields. Its circulation of over 
35,000 assures thorough coverage of this di 
versified market. 


Prove it Yourself 

You don’t have to take large space to prove 

the advertising effectiveness of HPEN. A 

1/9-page unit costs $150 at the one-time rate, 

and takes regular '4-page plates from most 

publications. 

Fell your story to actively interested prospects 
. reach them at lowest cost per thousand 

..+ in HEATING & PLUMBING EQUIP- 

MENT NEWS 


An Industrial Press Publication 


News @& 


"6-2. 
148 Lefeyette St., New York 12, N. Y. as arr 
—_ Come eee 


TO THE BUYER OF LETTERMEADS 


If you will mail us a copy of your present letterbead, we will send 


you: 


1 A firm quotation on your next supply of letter- 
* heads. 


2 A portfolio of samples from our ‘‘Library of 
* Famous Letterheads”’. 


3 ‘‘Before-and-After’’ examples of modern letter- 
* head design. 


There is no charge for this material and no obligation. 
PEERLESS LITHOGRAPHING COMPANY 
4315 Diversey Ave. Dept. 712 Chicago 39, Ill. 


December 








& AMERICAN } MARKET “> 


—Sossc tee - = 
eo 


stest Meta 


RELI 
TIMELY news of mere 
DAIL) ten ot ts 


ind Demand 
More Metal 
Other Medium 


OVER 
33,000 


Purchasing and Management 
executives—who directly control 
or influence purchases of metals, 
equipment, and machinery—are 
regularly reading, 5 days each 
week, over 


12,000 | 


Paid Subscriber Copies 


Advertising Than Any 








bscription Rate 


$20. a Year 


AMERICAN METAL MARKET 


GIVE IT 


THE MARK 


They look better longer 


There's real sales-making value in a spark ling 
metal name plate produced by our skilled 
craftemen. We gladly cooperate with sales and 
advertising executives in creating name plates 
which provide standout identification and spot- 
light the product. For detailed information and 


quotations, without obligation, write 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 WM. Sheffield Ave., Chicago 22, Il!., Dept. & 


Dodge Mtg. Corporation, Mishawaka, indiana 
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Ten steps to 





ket research, Corning Glass Works, 
New York, said 

“The need is related to the com- 
plexity and importance of the com- 
pany’s sales, distribution, and new 
product development programs. If 
the information research can pro- 
vide will not add to management's 
ability it can not afford a depart- 
ment. In most companies a few 
mistakes in decisions will cost more 
than the expenses of a market re- 
search budget for a year.” 


Robert B. Miner 
sor of marketing, Ohio State Uni- 


assistant profes- 


versity, said 


‘If a company can afford to lose 


money on wrong marketing deci- 
sions, it can afford a research de- 
partment. The cost can be as great 
or as little as management desires 
It all what 


work is set for the department.” 


depends on scope of 
J. S. Hawley, marketing manager, 

Shakeproof Chicago, 

“Generally speaking, we 


that 


observed 
might say 
company must perform 
Certainly 
a company doing as much as two o1 
annually 


every 
some research activities 
dollars 


three million 


should have at least one man in 
organization devoting 
his time exclusively to staff prob- 
lems of a market research type.” 
Dow Chemical Co.’s Parker Fris- 


market 


the research 


selle, manager of research, 


said 
‘We are all 
need 


prone to think that 


we do not something until 


we get it, and then after getting it 
wonder 
how we ever lived without it. Prob- 
ably the blanket statement that any 
company than the 
grocery, which faces market prob- 
market 


answer the question 


and using it we generally 


larger corner 


lems, needs research, is a 
good way to 
of ‘need’ as any 

Mr. Frisselle suggested a simple, 
but useful, method of determining 
whether or not a company can af- 
ford research on a de- 
partmentalized basis. Make a check 
among the principal executives of 
the company to determine how 
much time each is spending on mar- 
In such a 


marketing 


ket research problems 
tally, when the man hours and sal- 
ary rates are such that the cost ex- 
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Relatively few men control the 
purchasing of 


INSTRUMENTS 


The coverage of men, in research 
industry and defense, who specify, 
buy, install and maintain instruments 
and devices for measurement, inspec- 
tion, testing and control, runs hori- 


tontally through all industries and 


services 


INSTRUMENTS 


tekes your story to the most con- 
centrated audience of these men. 


Rates and Data on request 


921 Ridge Ave., 
Pittsburgh 12 , Pa. 


@ 














Engineering Firm V. P. 


R. P. Westerhoff has been elected vice 
president of Ford, Bacon & Davis, Inc., New 
York, engineers and constructors. He is one 
of 365,024 daily Wall Street Journal readers 
from coast-to-coast. To reach men who are 
stepping up in business, advertise in Ameri 
ca’s Only National Business Daily 





' 4d ertisement) 





ceeds that of a good market re- The Super-Market In the ¥ of America’s Industrial Future 


search man, stenographer and over- 


head, it is time to bring such a man i 
into the organization 
Joel Childs, marketing research 
manager, Jack & Heintz, Cleveland, 
said that a company can easily find 


out whether it can-afford a market 


research department by simply com- OUT OF EVERY 100 ASKED 


paring the annual cost of outside e 
research service with that of em- 
ploying full time personnel capable ail 0 ——_ 


of conducting research studies 

When the two costs approximate When asked (by Research Report Co. in a readership survey conducted in our 
/ area) “which Construction Publication do you Read most Thoroughly”, 8 OUT 

each other, then it’s time for the OF TEN mentioned C. N. M.! Study the table of returns below and you can 


firm to consider setting up its own rightfully conclude 
Jevartment . The 8-out-of-10 preference of this powerful trade magazine 
bas <rpae 2. Its EAGER READERSHIP, hence receptiveness for your product 


“Ascertain what minimum sales story. 
volume is n t i ta 3. (Also considering our circulation) a concentrated and thorough 
r > is ecessar 5 é DB 

tp. nag «tis = : coverage of this great, big wealthy SIX-STATE area where construc- 
separate research department,” sug- tion is really booming. This should convince you to advertise in 
>t 
gested John Duane, director of C.N.M. in 1952 
market research, Interchemical Cor- ¢ n fairness 


oe id eal Wilenaliiae wt all public To the question: “Which Construction Pyub- 
poration, New Yor senerally ac- oon , ublica lication De you Read. Most Thoroughly?” 
cepted expense-sales ratios run ¢ i were STRUCTION 

from .15% to 0.2% of sales. Since sit sod 


the minimum cost of an adequate answering the ques 


department is in the $15,000-$20,000 WRITE FOR THE 
a year range, this would require SURVEY BOOKLET! 


annual sales of around $10,000,000 


a year.” 


Should a new department begin 
operations with experienced mar- 
keting research personnel (presum- 
ably brought in from outside the 
company), or with present company 


personnel? 


This question brought an even 


split in answers from experienced CONSTRUCTION ACTIVITIES 


marketing researchers in industry iN OKLAHOMA 


and teachers of researc > em- Eastern MISSOUR! 
ers of research. One em ARKA 


phatic answer came from Marshall oe a 
L. Main, of the Pennsylvania Salt MISSISSIPPI 
Mfg. Co. market research depart- y 
ment. Said Mr. Main: “It is our Y 
opinion that a new department 
should have as its head one from 

inside the company. The require- 

ments and contacts required of REATER SAL SAtES 

For all the Facts 

those in the department require O 
complete familiarity with all com- on Industrial and 
pany operations, not merely with Trade Market Data ¢ Bes 
the firm’s products and markets.” 

Although it is feasible to use 

research-minded personnel from LOOK in 
within the company if they are 
available, Marketing Professor R industrial Marketing’s 1952 | DISPLAYS 

M. Ciewett of Northwestern Univer- 


sity believed that usually the best MARKET DATA & DES OCENSTENCTIONS SERVICE 


step is to bring in experienced re- MA rr a oe 
5 atm srecer MiLWwaA Kee. wis NSIN 


search men to head the department DIRECTORY NUMBER = VISION 


“It is usually easier for a re- 








AERQNAUTICAL 
ENGINGERING 
REVIEW 


Aviation's 

ONLY 

Engineering & Design 
Publication 


reedership among 


@ 10,000 peid 
ical 9! s, designers and 





specialists. 


@ 90% of readership in four top evie- 
tion merkets — Manufacturing, Govern- 
ment, Research, and Airlines. 


@ 84%, of current advertisers heve 
weed the REVIEW fer twe or more 
yeers. Find evt why! 


Write teday for 
16-Page Aircraft Market Book 


Institute of the Aeroneutical Sciences 


a AST a0 A NEW YORE) NY 











READ by MECHANICAL ENGINEERS 
THROUGHOUT INDUSTRY 


A publication (menth- 
ly) with readership 
penetration to on 
neers who have the 
real mechanical respon 
sibilitie NOW it 
reaches management. de 
sign, production. power 
md 6other)§«6enginerring 
factors im industry. it 
offers real quality cir 
culation. currently ap 
proximately 33.000 Net 
Paid, and tread engi 
contact which can 
not be duplicated as a 
group by any other cir 
culation Monthly 


THE COMPLETE BUYER'S GUIDE 
FOR MECHANICAL ENGINEERS 


The one reference book 

(annual) which insures 

that the essential data 

A S M E om you products be 
MECHANICAL CATALOG readily available in the 
hands of industry's most 

AND DIRECTORY influential engineers. it 
goes to 15.000 m@m 
oped i management 
Dlanming designing. spec 
ification and production 
work All are buyers 
ow sperifies of the 


Annual equipmant industry uss 


Retes and information vpon request 
Published by 
THE AMERICAN SOCIETY OF 
MECHANICAL ENGINEERS 
29 West 39th Street New York 18, N. Y¥ 





/ 
138 / Ind 


searcher to learn the company’s 
products and markets than it is to 
train company personnel in the at- 
titudes and techniques of marketing 
Moreover, the 


man brings to his job a fresh point- 


research outside 
of-view and experience in locating 
and developing facts.” 

Another 


educator and past national president 


well-known marketing 
of the American Marketing Associa- 
tion is Harvey W. Huegy, Univer- 
Illinois. Said Mr 
backgrounds seem 


sity of Huegy 
“Both 
sary to proper 


task 


with 


neces- 
of the 


and 


management 
research experience 


knowledge company and its 
product, and knowledge of research 
Whether this should be 


bringing in experienced 


techniques 
sought by 
research personnel from outside or 
by designating some of the present 
personnel to become familiar with 
research techniques seems to be one 
of those questions that can only be 
answered on the basis of the situa- 
tion in the individual company 
A. T. Bush, Acme Steel Co., Chi- 
», offered a possible solution to 
the personnel problem. He would 
staff the 


search department with men trained 


industrial marketing re- 
in. the techniques of research, but 
would place as their director a man 
experienced with the company and 
This 


industrial 


its products and markets 
method of organizing an 
marketing research department has 
been tried by several companies 
and found successful 

Donald Gates, Dodge Mfg. Co.., 
Mishawaka, Ind., reflected the opin- 
ion of most of the marketing execu- 
tives when he said that the person- 
nel problem is solely dependent up- 
people available 


on the type of 


within the company. If no one is 


grounded in the fundamentals of re- 
becomes 


search it necessary to 


search for outside personnel with 


such training, or entrust the de- 


partment to men aiter 
giving 
methods 


The 


gained in bringing in outside per- 


company 


them training in research 


unbiased, fresh viewpoint 


experienced in re- 


William 


sonnel already 
search is emphasized by 
H. Thompson, marketing research 
manager, Pheoll Mfg. Co., Chicago 
Often such a viewpoint will enable 
a company to spot marketing weak 


points which otherwise would have 


* Photo taken after Capex 7 
' Prefab Exhibit wos used “st 
| five times _ 
It is interesting to note that this exhibit 
has been set up four times, with the Union 
| Industry Show making the fifth. After a quick 
inspection in our Sample Department a couple 
of days ago, the exhibit appeared two us to be 
| in good shape and to have withstood the erec 
tion and dismantling very well. In fact, at the 
moment we are very pleased with the perfor 

mance of this exhibu 

Yours very truly, KEASBEY & MATTISON” 


Exhibits from $167.50 [includ 
shipping case). Send for 
portfolio of basic designs 
complete information for 

ordering by moa 


| 
PREFAB 
l EXHIBITS 


jy CAPEX COMPANY, INC. 
‘ 619 South Bivd . Evonston, Illinois 
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A unique, self~« 


perated 
projector chat throws che 
ver the 
speaker's shoulder permit 


propected images « 


ting him to face his audi 
ence at all ames uses 
S's x 4) film slides of 
coated acetate for dramati 


sual presentations 


Se 


For use in Schools, Churches, Offices, Clubs 
Homes, Hospitals, Training Centers 











DWELL & McALISTER, Inc. 
BURBANK, CALIFORNIA 





gone unnoticed 


What is a typical project on which 
you believe a new department can 
efficiently and profitably start? 


The one project which most mar- 
keting men believe is an excellent 
starting point is the complete anal- 
ysis of internal sales records. Check 
this breakdown for typical sales 
analysis projects: 

a. analysis of sales potentials 

b. setting up of sales quotas 

c. re-evaluation of sales terri- 
tories 

d. study of sales distribution 
channels 

e. analysis of product acceptance, 
by markets, and by types of cus- 
tomers 

f. study of present system of sales 
reports and uses to which informa- 
tion is put 

g. investigation of distribution 
costs, by customers, by territories 

h. competitive studies involving 
sales and profit comparisons 

i. forecasting of sales for future 
periods 

j. review and appraisal of effec- 
tiveness of existing salesmen and 
number of calls per salesman 

Shakeproof's Marketing Manager 
Hawley summarized: 

“In general, the first assignment 
of a new market research depart- 
ment is to review existing prob- 
lems and operations. This gives the 
new organization an opportunity to 
completely familiarize itself with 
the business and will raise the stat- 
ure of the personnel in the eyes of 
all of those with whom it has to 
deal.” 

Product Distribution . . ; 


nru z ns 


W. N. Riddle . . former 


ia relations veneral 


5% FOR RESEARCH IS THE BEST 
INSURANCE FOR THE OTHER 95% 
OF YOUR ADVERTISING BUDGET 


There is little difference between « good advertisement and « poor 
one—in appecrence or sound. They may leok alike—<ost the 
same for spece or time. But whet a vast difference in results, 
either in reeder attention, inquiries or sales. 


Marketing research, properly and intelligently done among 
your final consumers, will tell you in advance, the best selling ap- 
peals——the right methods of illustration. it will disclose the true 
interests of consumers and help your ads meet them. 


Ads written primarily te serve the interests of the advertiser 
often miss the important interests of the consumer. For one ad- 
vertiser we found thet only 11% of its consumers recognized whet 
the company management thought were the two mest importent 
selling feetures. The other 89% were not even conscious thet such 
feetures existed. Yet the advertiser gambled ali the promotion 
budget on those feetures for yeors without much success. 


A small investment in research—5% of your budget—will help 
you make sure thet the 95% will be far more effective. 
You con work cheaper, sefer, faster with the facts. Call or 


We. 


write— 


308 W. Washington 


SPRAY ER. Dk OR De TARA, Oe, CR 


aN 


C. C. CHAPELLE COMPANY 


Management Consultants in Marketing 


Chicago 6, tll. * 


CEntral 6-8814 
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Select Your Audience. 
if you manufacture 


INSTRUMENTS 


and devices for measurement, 


in- 


spection, testing and control, you 


will want to select your audience very 


carefully because every reader not 


interested in your message is a loss. 


You can reach the largest number of 


instrument buyers by placing your 


advertising message in 


INSTRUMENTS 


The Magazine of Measurement 
Control 


Rates and Data on request 


921 Ridge Ave., 
Pittsburgh 12, Pa. 


@ 
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BLAST FURNACE AND 
STEEL PLANT 


—A monthly semi-techaical busi paper 
devoted te articles concerning the making 
end rolling of steel. 

Reod by the executives and key operoting 
officials of the steel plants in all parts of 
the world, AB.C. — A.B.P. 


STEEL PROCESSING 


—A monthly i nical busi paper 
deveted to articles on Forging, Heat 
Treating, Stamping, Forming and Welding. 
Reed by the executives and key operat- 
ing officials in steel processing plonts 
throughout the world. C.C.A. 


WATKINS CYCLOPEDIA OF 
THE STEEL INDUSTRY 


—Published biennially. 
Contains articles of semi-technical nature 
relating to steel making, rolling and steel 
processing. Closing date for 1953 edition 
— March 1, 1952. 


Advertising rates on any of the above on request. 
Directory of Iron and Steel Plants 
—Published annually. 
Priced $15.00 postpaid. 
Directory of Steel Processing 
Plants 1952-53 edition available 
—Published periodically. 
Price $15.00 postpaid. 
Publishers 
STEEL PUBLICATIONS, INC. 
4 Smithfield Street 
Pittsburgh 30, Pennsylvania 
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IS IT TRUE THAT 1 
CAN ADVERTISE IN = 
THE PORTLAND = 
DAILY VOURNALOF = 
COMMERCE FORA = 
DIME A LINE? 


aut, and 

S prové each copy 

Dailu Journal 

> OL ODWMMECKCE nas 

readers a 

Vv av ageme "TL, CON 

uUMvDer- 
»wusine 
Oregon, Washington 


write FOR SAMPLE COPY AND RATE CARD 


Daily Journal of ¢ 
Ti) SOUTHWEST 14TH Ave 
PORTLAND F. OREGON 
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How to sell 


PIPE 
PAVERS 


Sell the public works engineers! 
n the whole varied range of construction 
and maintenance jobs on highways 
or waterworks in garbage removal 
or street lighting, sewerage or airport 
work the technical man responsible 
for the job is responsible for the moteri- 
als and equipment bought, too. That's 
why you can sell more of anything used 
in the big municipal-county morket, if 
you sell in Pusuic WORKS Mogazine 
It solves on-the-job problems at the 
top engineering level. And it's the only 
magazine edited especially for public 


works engineering officials 


wa? 


PUBLIC 
WORKS 


EEA! 


Cug 
County 
State 


© 200 Rast 450. Stent » New Yor 17, W. ¥. 
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Problems in Marketing 





that, or maybe as many as two or 
three pieces on a product or service 
and then drop it. It is very possible 
that your appropriation will not 
permit efforts 


these lines, but you should try to 


continuous along 
stretch your single piece mailings 
to at least a series of two or three 
and then either extend these at 
greater intervals or have them 
picked up by your business paper 
advertising in order that the impres- 
sion made is not completely lost 
before you are able to renew the 


effort 


Here's more work 


for advertising managers 


® PERHAPS YOU are a good admin- 
istrator with a good agency and a 
good department that all do your 
Certainly that is the 
goal of every advertising managet 
The only difficulty, is that 


as soon as you set up an ideal situ- 


bidding well 
however, 


ation like this, new ideas, new prob- 
lems and new work appear to spoil 
the momentary calm 

You probably have your product 
and market well in hand, but have 
you considered further market re- 
search? Too many men feel it is 
difficult to push further research 
when in an oversold condition. But 
unless there are particular problems 
in your business, this is the time 
that vou can best engage in market 
research to the best possible advan- 
tage because you are not so 
pressed for orders 

How is your publicity faring? 
Are you inspiring management to 
do things that will make news that 
you can send to the press? 

Have you spent much time with 
They have 
many employe problems on which 
they need help. Then how about 
the people around your plant? Do 
Have you 


your plant management? 


they think well of you? 








if you wish to reach the 
coal trade use 


NEW YORK 
Whitehall Bidg. 


CHICAGO 
Manhatren Bidg 
for over 65 yeors the leading 
journal of the coal industry 








WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask for New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON'S CLIPPING BUREAU 
Busine Paper @ Farm Pub r 
Consumer Magazines 


343 Se. Dearborn St Chicago 4 








Recommended Space 
Representative 


OX 452, INDUSTRIAL MARKETING 
200 E. Ilinols St., Chicago 11, Ht. 
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the Real Push 
Behind Sales! 


Youll fad “Snips” a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors See Indus 
trial Marketing Data Book - 


Snips Magazine 


S707 WEST Lame sveErT 








NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Ph to-Reporters pro- 
vides elective way to obtain on-loc*tin ~~ 
stories, testimonials and releses Fo mre 

form tion write ow ‘pirme S'C LES PUNT". os 
PORTING SERVICE, 38 Park Place, Newark 2, WN. J 














INDUSTRIAL MAINTENANCE 
GETS RESULTS! 


speaking. it has the largest ABC circule 





You can’t 
cover your 
““Overhead”’ 
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tion covering the entire Industry and 


wi 


key 
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roductive! Ask for the market 


het P 
possibilities for YOUR product. 


o WOOD 


and 


\\/\foor 
PRODUCTS) @ 


Financinel 6-5380 @ 139 North Clerk St. 
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had an open house recently so your 
community will understand what 
your company does? 

What about the international sit- 
uation? Some men in your position 
are encouraging their foreign-born 
workers and those with relatives 
abroad to write them concerning 
the truth about America to offset 
the lies of the Kremlin. There is 
also much work here at home to be 
done in encouraging dependable 
employes to take part in politics, to 
accept jobs as ward leaders, com- 
mitteemen, etc. in order to improve 
the quality of the lesser politicians 
who in turn are an important factor 
in selecting our leading statesmen 

One cf the great advantages, or 
sometimes it might be considered a 
disadvantage, of your job is that it 
can include almost everything and 
anything, so choose several addi- 
tional interests and go to work on 
them. There is more than enough to 
keep you occupied 24 hours a day. 


Letters to the editor 


tinued from page |4 





originator at one end of the line and 
wound up with the chemical engi- 
neer at the other. In between and 
apparently swinging the big stick 
was the research man. Here again, 
the wheels within wheels take over 
That research man is a chemist or a 
chemical engineer. Are you ready 
to say “uncle” now or shall I con- 
tinue? MERALD LUE, vice-president 
and advertising sales manager, 
Reinhold Publishing Corp., New 
York 


[eprror’s Note .. Mr. Lue, you're a 
pretty fair copywriter, yourself 
and like all good copymen, we'll as- 
sume your facts may be correct. But 
from The Copy Chasers’ point-of- 
view that’s really academic. They 
never supposed or intimated that a 
chemist was any easier or harder tc 
sell than a chemical engineer, or a 
research man or what you you 
Their only point was that the pres- 
ent copy performance could be lots 
better. ] 


Jay H. Maish Co. . . T 
moved to new offices in the 
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today 


There’s real savings in the new 
type mailing envelope developed 
by Equitable Paper Bag Co. 

Wi SLASHES COSTS— new style 
construction on special high 
speed machinery. 


HE STURDY CONSTRUCTION — 
extra long flap to “lock” your 
publication in the envelope. 
Rugged, well pasted seams and 
bottoms and 100% kraft. 


ME IMPROVES APPEARANCE — 


safe arrival and clean delivery. 


MB SAFETY EDGES—sok flap and 
lip edges eliminate cut fingers, 
speed insertion time. 








If you use 100,000 or more an- 
nually, it’s worth money to 
investigate. For full data, send 
sizes and annual amounts today! 


EQUITABLE PAPER BAG CO., lac. 


45-50 Ven Dem Street, 
long island City 1, N.Y. 


December 195 jm 





Your Ace in the Hole 


For time-saving, for fact-jammed information which will help you 

properly evaluate 85 important industrial and trade markets, their potentials, 

and in determining business papers which are best qualified to aid in building sales 

in specific fields, your ace in the hole is INDUSTRIAL MARKETING’s new 1952 
Annual Market Data & Directory Number. 


Here. briefly, is an outline of the contents which are providing im- 
mediate, useful, up-to-date information for sales, advertising. and market re- 
search managers, and for the key advertising agency personnel serving industrial 


and trade accounts... 


The Vlew 1952 
Edition Contains: 


1. The latest data in words, figures, and charts on sales, 
production, consumption, number and geographical dis- 
tribution of companies, buying trends — plus a score of 
other factors significant in selling and advertising to 85 
major classifications of industries and trades. Information 
is compiled from government agencies, trade associations, 
publications and other expert sources, wiih the result 
that virtually every facet of every market picture is re- 
vealed for your evaluation. 


2. Over 2,400 business papers, classified according to 
markets served, are listed with details on rates, circula- 
tions and mechanical specifications. 


3. Approximately 200 leading business magazines make 
THE Vow 1952 available to you through paid space their own informa- 


MARKET DATA tive material on markets, coverage and services. 


& DIRECTORY NUMBER 4. Trade association names and addresses, classified ac- 
cording to markets served, are included to aid you in 
directing inquiries for special information. 


THE ONE AND ONLY 5. Market studies especially prepared by business pub- 


FACT-PACKED REFERENCE OW _lications are digested and catalogued by markets. Copies 
will be delivered to you upon inquiry to MD&DN’s Reader 


BOTH MARKETS AND MEDIA ‘Service Department. 
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Publications 7, 153 Institutions Magazine SP & Quarry 
Age +4 Mfg. Corporation ° 26 Institutions Publications 3 Pit & Quarry Handbook 
Aeronautical Engineering Catalcg 7 ie Engineering 48-49 International Confectivner 249 Plant Engineering . . 
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McGraw-Hill Publishing Southern Jeweler 
Ine Seuthern Power and Industry 
Mechanical Engineering Southern Prin‘er 
Me banizaticn Seuthern Pulp and Pener Manufecturer 
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Washington Index to Advertisers *Institute of Radio Engineers, Inc 


. . *Institute of The Aeronautical Sciences 
Mission *Institutions Catalog Directory 
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Instruments 136, 
Advertisers’ Research Service *Iron Age 
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